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Tribute To 
R.T,-S.A. 


Sim,—-We recently had occasion 
io use the very valuable services 
offered by the Retail Trading 
Standards Association in obtain 
ing the true content of an article 
of clothing on behalf of one of 
our chents. 

The article in question was pur 
chased in bulk from the M.O.S. 
by whom no qualifying descrip- 
on was given Our client's 
opinion was that the garment was 
made from pure wool, but no 
proof of this could be obtained 
and they had no facilities for 
snalysing 

Nevertheless, in our determina 
uuon to uphold the prestige of mai! 
order advertising and further the 
standards laid down by the 
L.L.P.A. and newspapers generally 
we sought the help of the 
R.T,-S.A, in this matter 

We should like to place on 
record this Association's prompt 
and efficient ‘classification of the 
goods, and the solving of our 
problem, and would emphatically 
state that no advertiser need now, 
under the pretext of ignorance or 
inability, mislead the public in 
wrongful description of goods 
advertised 

GEORGE MURRAY, 
Managing Director, George 
Murray (Advertising) Ltd 


Cinema Advertising 
In India 


Sir As an account executive 
recently returned from India, may 
I comment on your Film Editor's 
remarks (December 14) concern 
ing cinema advertising in that 
country He states that few 
indian cinema patrons can afford 
to drink during the interval, and 
therefore remain in their seats .o 
watch the slides. In both Bombay 
ind Madras States, however, the 


opposite is the case Total pro 
hibition operates in these States 
therefore the question of “afford 


ing” to drink does not apply 
Smoking is also prohibited in 
cinema auditoriums in these dis 
tricts. To enjoy his smoke there 
fore the patron leaves his seat 
during the interval, and the audi 
ence tor slide-projection may be 
reduced by up to 75 per cent 
Your film editor adversely 
criticises the standard of design 
and colouring. While agrecing 
that most slides are poor 
mens of artwork, those commis 
sioned by the larger advertisers 
are usually designed in the studios 
of reputable agencies and are 
comparable with those imported 
His statement that only one 
filmlet has appeared in India is 
also misleading Advertising 
shorts are by no means uncom 
mon. Among many others, the 
films produced by Keymer’'s for 
Aspro are still being widely 
shown 1 myself produced 
a 5S50-foot comedy short for 
Godfrey Phillips (Cavender’s 
Cigarettes). The reaction to such 
films is interesting. Upcountry 
audiences in “B" and “C 
cinemas welcome them as 
tional “free” entertainment 
MAURICE DALLIMORE 
Late of D. J. Keymer & Co., Ltd 
Bombay. 
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Northcliffe And 
Advertising 


Sin,—-Having enjoyed Tom 
Clarke's admirable book North 
cliffe in History and having read 
your reviewer's interesting com 
ment, | must join Mr. Clarke in 
his righteous indignation 

Nowhere in this skilful portrait 
of Fleet Street's greatest figure did 
1 gather the impression that 
Northclifle “lacked ability and 
interest in the advertising side of 
his business enterprises.” 

In some ways Northcliffe re 
garded advertising as a necessary 
nuisance, and the ugly and heavy 
advertisements were anathema io 
him, but his sense of values of 
both classified and displayed ad 
vertising was acute, and his fore 
sight and vision in the future 
development in advertising was 
remarkable 

ALFRED PEMBERTON 
93 Park Lane, W.1 
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Query From A 
Copywriter 


Sin,—In the Advertising Asso- 
ciation report on its 1950 exam 
inations, the section dealing with 


the Copywriting paper in the 
Final Division contains the fo! 
lowing words 
“While nearly every candi 
date showed a good level of 
competence, not one of them 


exceeded this particular quality 
This may be due to the train- 
ing curriculum and also to 
what one might call the exam- 
ination atmosphere. But com- 
petence in a copywriter 1s not 
enough. Creativeness is every- 
thing. And there was no sign 
of any creative originality in 
any of the papers. 


“On the showing of the 
papers the higher class of 
creative advertising agency 


would not employ one of the 

candidates.” 

Does this imply that the best 
copywriters can and ought to be 
creatively original to the extent 
that they could, in the space of 
two and a half hours, produce 
(to quote again from the report) 
not that which has been done 
before, but that which has never 
been done” on the subject of an 
imaginary commodity? 

If so, then | for one am 
doomed to remain outside “the 
higher class of creative agency” 
for ever. 

Only a very small percentage, 
if any, of the top-flight copy- 
writers to-day would have dis- 
played any “creative originality” 


For QUICK PRODUCTION 
LONG RUNS 
COMPETITIVE PRICES 
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if faced with this kind of exam 
ination, Would they not agree 
that good copywriting is 90 per 
cent perspiration and 10 per cent 
inspiration? And would they be 
able to guarantee the appearance 
of that elusive 10 per cent at any 


given moment? I refer to 
cherish the belief that good 
original copy is the outcome of 
many hours’ (even days’) hard 
thought, hard writing, and hard 
revision Or would some top 
flight copywriter care to dis 
illusion me? 


J. M. BANISTER 
$1 Park Drive, 
Upminster 


‘Joyous Twist Of 
Fate’ 


Sir,—I happened to pick up a 
copy of your paper to-day and 
aw to my surprise the name 


Lucifer-Sneath used in connection 
with advertising 

Surely John Lucifer-Sneath— 
and could there be two with so 
distinct a name— was one of the 
reformers connected with the dis 
solution of the rotten boroughs, 
and a great champion in the tee- 
total cause, in the last century 

It would be an odd and joyous 
twist of fate if one of his 
descendants did indeed write the 
very excellent “Guinness is good 


TWENTY-FIVE YEARS AGO 


In December, 1925 


The Advertising Association 
was formed. Officers were: Presi- 
dent Lt.-Col. E. F. Lawson (now 
Lord Burnham) vice-president 
C. Harold Vernon; hon. treasurer 
Arthur Chadwick; hon. secretary 
Andrew Milne 

» * * 

Sir Ernest Benn, on completion 
of 25 years in publishing, pub- 
lished a book, Confessions of a 
Capitalist 

. * * 
Slaughter joined 
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Fred 


Apply for particulars to Advertisement Manager, Phoenix Building, Berridg® Street, Leicester, or 47, Hertiord Street, Mayfair, London, W.!. 


for you” slogan 
JOHN R. LEIGH, 
House of Commons 
Shefheld Independent after 18 
years with the Nation 
* . . 


Among those 
committees in 


appo nted io 
connection with 


the 1926 Advertising Convention 
were: F. John Roe, J. L. Ver- 
rinder, ( H. Vernon, J. C 
Akerman, Eric Field, Andrew 


Milne and U. B. Walmsley 
* * * 


A scheme for the development 
of banana consumption § was 
Started. 
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sheer unbeatable value for money is the reason 
why WOMAN'S WEEKLY is such a phenomenal 
success, why it is housewives’ choice everywhere ! 
lc is always sincere, helpful, interesting, enter- 
taining, and the great variety of goods and services 
offered make its advertising columns the national 
shopping guide. No wonder advertisers have 
found It ts by far the most profitable medium for 


selling to housewives, 


AN A fp PUBLICATION 


PAGE RATE £500 


CHAS. E. MANDER, ADVERTISEMENT DIRECTOR, 
THE AMALGAMATED PRESS LTD., LONDON 
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What Children Read: 


New Hulton Survey » 


Gives The Figures 


‘EAGLE’ TOPS Jl VENILES: ‘NEWS OF 
THE WORLD’ GETs HIGH 


Figures giving child reader- 
ship, not only of children’s maga- 
zines that carry advertising, but 
of some of the more important 
general magazines and news- 
papers, are given in a Survey 
of child readership just pub- 
lished by Hulton Press 


The p ca Eagle 
nd pene at th er 
irket and % ch 


OVERSEAS EDITIONS 
OF ‘EAGLE’ 

Plans are now being made 
to print “Eagle” in its entirety, 
but with local advertising, in 
other countries. Negotiations 
are at present proceeding in 
Canada and Australia. 
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reader » Tgures nt sex and 


1s Hultons 


i | tive years It has 
heen prepared by Britist Market 
su Ltd. and Market 
rvices Ltd 


Ix of Wight = specia ire 
be held on Tuesday 


Retirement Gifts 


To Ernest Hunt 
Mr. Ernest Hunt, Londor 
ager, Outdoor Publicity Lid 


r iz e end f this yea 
Mr. Hunt st rk in 1899 
ss a JUNOT i pping ff 
In 1920 he was advised to lead a 
itdoor fe and joined Mu 
ford th ’ n firm, und 
B. E. Spi th anaging dire 


tor In 1927, when Mr. Spicer 
joined Outdoor Publicity Ltd 


Mr H went with him 

Outdoor Publicity Ltd. recent!y 
held a incheon in Mr. Hunt 
m nd coupled with his 
th se of the compan 

H. J. Murrell and G. A 

A proving nspector 

whom had completed 25 


years service with the company 
presented 
presents) and testi- 


monials by their colleagues 


eed 


needs 


: Come lo) Church 


And They Did Come... 


The Vicar of St 


George's 


Southall, felt that the hoarding 
4 end of the road was hiding 
ich of h yurcl so he 

ked Mr (s I McLellan 

z al inag of the Bor 
Billposting Co the owners of 


Mr. McLellan’s 


nmediate 


response was 
and effective 
He had a message painted on 
the panel nearest the church 
which left the passer-by in no 
doubt that St George's wa 
adjacent, and he ad | 
panel a showcase 
From Mr. F. W. Howard Cook 
of Star Solus Sites. he obtair 
one of the Canadian religious 
ters which Mr. Cook had been 
nporting, and displayed it in the 
tre panel On top of the 
: t pointing t 
church was erected 
The results of this 


, 


b am arrow 
way to the 
felicitous 
co-operation between commerce 


and the Church are described in 
1 ktter which Mr McLellan 
received a few days ago from the 
Vicar 


I had a ery 


pleasant 


Sinclair Wood Leads Youth Scheme 


Mr. Sing Wood has beer 
ppo'nted 1 sery ha ’ 
1951 International Adv 
tis Conf we Youth Sct 
( t Miss Aud Dea 


Fverett Jones MacC ahs 
W. H. Newmar John Rix 
ind George W 

Tt ect of ¢ scheme is 
to p ‘ fa ties for young 
peop in advertising from 
over the world t neet in Britair 
m 1951 at the International 


Advertising Conference 


surprise to find the marvellous 
new poster “Come to Church 
1” the end of the road Mt 


most arresting and will, 1 
” wel i tremendous he 
to me 

The prowress which has 


been made in the parish is 


truly remarkable Already 
wcording tk the records 
which we have, mor peo 
are attending the church th 


h ever been the case in the 
past and we are raising far 
more mone 


Gough Appointed 
f 


M A Gough has been ap 
pointed adv ising and publicity 
manag {f Hig Duty Alloy 
Ltd.. in succes to J. Moore- 


Ogilvie. He was previously wit! 


the South-Eastern Sales Office of 
+} 


© company 


Bonus Issue 
\ bonus issue of one 64 per 
cent £1 Cumulat Preference 


share for every 25 10s. Ordinary 
nares held pr ned by th 
directors of Mills and Rockley 

poster contractors. Present issued 
capital i £503,101 in 10s 
Irdinary 


LONGER BAN URGED 

The Electricity Sub-Comm ttec 
Labour Min 
Advisory C®wncil has recom 
mended that display lighting now 
banned between 7 am and ¢ 
pm.. should be banned until a 
later hour 
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Dr. Charles Hill, MP 
Milne, the chairman 
Duncan 


766 Give Record £211 For Bart's 
Children at Column Club's 
Best-Ever Christmas Luncheon 


Beefeaters to welcome 
members and guests 
trumpets of the 
Guards to herald 


baron of beef 


Government of 
Wales a flaming 


pudding in a 


ushered in by glee s 
t j 
Alsatian Revelle 
balloons cracker 


headge at noun 


make the Chr 
the Fleet Str 
the Connaught 
| 


_ 
ist W 


nesday 
for the Club 


The collection once ag 


by Mr. Robert ¢ 


During re 


was presided over 


flair by Mr 
‘ 


Duncan (ch 


Press) wa 


for the yea 
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‘Eagle’ Toys Will Help To 


Se ulton Maecazine 
Sell Hult Mag 


Rangc™ stationery outfit 


‘STORIES OF YEAR’ 
AT THE ALDWYCH 


The H I Berry, pre 


dent of Aldw ( / 
be i when 
pre i ( Chr 1s 
lun ‘ I lay Be 
and " M I W 
Ba . 
N.A.BS if 4 “ 
la ided 

The p sider pre d i 

requ wr £21 t M Frank 
Ha Da s 1 ’ is 

121 _ with 

c ( k bers 
appre f c 

I t iin it 
wrrar j Mr. F. H.-S vd 
Ww 4s va first-rate 1 just 


h drawn by two galloping 


magazine nust De men 


any advertisements for 

i gh all adver 

and publicity material 

vetted by Hultons 

—————— 
rut rb 


on the manufactuger’s 


stands will feature Ex 


rifle 
Indian Paper’s New 
London Office 
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with the J. Arthur 


stipulation that 
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AP : fare of Wakefield. M-P.. Sir Patrick By 
i4 i Horse Gower, Mr. F. P. Bishop, M.P 3 a 
‘ j | lormous M W. J. Brow Co M f 
Ria, — led by th Batct r, Mevrsr Roy Clark ; A 
; New South Tom Clarke, David L. Clackson 2% d 
' ‘ Christmas A. S. V. Painter, J. M. Bea G “id 
> kened room = Strode John Gordon, Eric 
; P| ‘ging by t Cheadle, and G. Lefev: There 
j : cascades of was an excellent cabaret " awe 
and festive Beta yy hon! ew ft 6 
f a as lacking to _ . . 
‘ ee’ N.A.B.S, FILM PROGRAMME 
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“a record even (the N.A.BS. World Film Hultons 
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| MEME Oram to provide SY Odhams Press free o é ng products NS rro 
| children of Bart's Hospital with gate Toy ka and there will be 
: s Christmas Party, this time ’ Tn . pare > . , several more at the British 
F reached the magnificent record NORTH LONDON POSTER SITE MYSTERY  jagustries Fair next May. There 
total of £211 w be at next month's School ‘ 
: ME luncheon, which 7 - ova «Exhibition. on Each 
CE with his usual omen end » fee ol 
Hi, a... Andrew Miln elie wlll hootine a F 
aw club, Mr. A. ¢ p>, tit ee 
“ee MEE airman, Odhams , i a 
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P rospects 


For Festival Year 


[IS HOPEFUL, BUT, WITH MANY PROBLEMS 


AHEAD, KEEPS ITS FINGERS 


Advertising, looking forward into 1951, is keeping its fingers 
crossed. But for the international situation, the consequent 
re-armament drive, and its inevitable repercussions, the pros- 
pects would have been good. Now they are befogged by 
uncertainties, actual and potential shortages, both of advertising 
media and of goods to be advertised, and the possibility, at 
least, of the re-introduction of exasperating controls. 
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Regent Club 
*Rowdy’ 


Undou 


stedly the most hilarious 


of recent Regent Advertising 
( social functions was the 
Christmas party, held at the Club 
on Wednesday of last week and 


accurately described as Regent 


Rowdy 
Between large 
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GET A MEMBER 


At the Regent Club Christmas 
party last week George Wor- 
ledge, chairman, initiated a 
membership drive for January. 
He asked every member to get 
another member during the 
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Section who had the most 
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teeth. In fact it used to be said 
with truth that he could pull out 
a wisdom tooth much quicker 
than he could pull,a tankard of 
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GODS 


and little fishes 


very high readership rating. And while his product in a 
space 1s iree OA SUBBCSts s of high quality 
But the sale is not over whe For easy and immediate recog 
} istomer has seen the art.cle vihon the design could not be 
c ilko be a good and bettered With a well-known 
? ¢ urge to Duy The produc { ‘ ‘ ODVIOUSIY f 
c dous vitality of th primary importance 
g and casant Dackground There ‘ me cason, a 
pes ikes sc rN d he, why worth while 
t uc i nost f x a cv pensive ‘ ce 
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idve 5 id d . k TT « entence ot ird 
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, x 4 t A ' % e fishes 
wit nited spac ava Quite apart f nm th relative 
: s diffic © see how a rtistic erits t . Me respect 
design nor effective than 1 which the (« i's semolina 
Pepsodet I be produced pack differs from Lifebuoy and 
without a co change in the Pepsodent The difference is in 
narketing pproach Such t the branding here is no reason 
change might well be justified if why semolina should not be as 
t were decided to aim at tha positively branded as soap (what 
part of market to which ever doubts there may have been 
lootnpaste co:metic and not sbout this in the past have been 
an insurance against Nationa! dispelled by Quaker macaroni) 
Health dentistry But the design on the Colman 
id * * pack does no branding at all 
THis Liresuoy car I do not say this because most of 
interesting becaure the pack is taken up with an 
nore or less than llustration; 1 like illustrations 
representation of the and I think most people do. It 
You may ask s essential, however, that the 
Brothers should hav llustration should be properly 


with the trouble 


mack at all 
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e on the scarlet background But the Colman illustration is 

at is. it ikes a better d not an integra! part of the design 

the carton is conside for the simple reason that there 

irae than the tablet t is no real design And it could 
Yetter value Also, the fact that not be called subsidiary because 
the maker has thought it worth it occupies most of the available 
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space. What we see is a rural 
scene With the words Colman’s 
semolina written across the sky 

The picture iuself is banal in 


the extreme; the sheaves of corn, 
the country the windmill 


lass, 


The little fish. 


Design do 


no branding There is not 
even any individuality ; 
have we not seen them all in 
thousand different settings ever 
since We can remember Cer 
tainly they will do littl t 
impress the product and its 
manufacturer upon the mind 
There is not even any individu 
ality about the way Colman's is 
written, nothing to suggest that 
it 18 different from or better thar 
all the other semolina in the 
world. So many firms strive for 


originality by the use of grotesque 


lettering o1 


trademarks that no 
One notices or understands, that 
I must say clearly that I am no 
suggesting such additions to th 


design as a means of obtaining 
better br inding 


There is a better way; the way 
chosen by Pepsodent and 
Lifebuoy It is a method as easy 


to describe as it is difficult v 
achieve, by developing an origina) 
ind positive desi consistent 
with the firm's advertising policy 
which reflects forcefully the 
particular character of the 
product, distinguishing it fr mm all 


other 
la 
the 


s and makir i pleasant and 
ting impression on the mind of 
customer 
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Big News 


WENTY-FIVE vears ago n December 1925. there was 


big news in ADVERTISER'S WREKLY After mar ontn rf 

negotiation, a central corporate body of British advertising 

had been formed, its constitution announce The Advertisin 

Association, although not formally inaugurated until January 28th 
1926, was in fact born in the last onth of the previo ear 

On February 6th, the anniversary of its foundation w € 


celebrated with a jubilee banquet which will be the first notabl 
event in a year that promises to be outstanding in the annals of the 
Association 

This is a fitting occasion to pay tribute to what the Association 
has achieved and to wish success to its future enterprises 

The Association is often criticised. [t has had its ups and down 
But to-day its position is stronger than it has ever been, because 
both its intrinsic limitations and its essential usefulness are better 
inderstood. It is finding its true role in the complex set up of 
organised advertising 

No more convincing justification for its being could be foun 
than the fact that it can undertake, with the goodwill and co 
operation of all other advertising organisation such an an 
project as the organisation of an International Advertising 


Conference. For no other body could do 


Specialised Skill Costs Money 


T is certain that during 1951 more attention than ever befor: 
will be given to the problen f the technical advertise ny 
the [.S.M.A. and the LA.M.A. are giving close study to the 
subject and ther concl n ire ikel to ean. increased 


pressure on both publishers and agents to improve qual 
service 
Technical advertising ts just as portant e consumer 


rdvertising which sells the product vide by the tools and dvert i v inged FUTURE’ 


materials that are the technical advertisers wares, but there is 
force in the contention that it has been neglected The reason 
for this must be understood before the neglect can be remedied 
Primarily the fault < vith the advertiser themselves 
Recause for years the products sold themselve the h 
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The remedy is for advertise to face the fact that the st 24 ites t p> ting 
pay the price tor better ser e, and"for a greate he | : Rook ite of ! | ide | ‘ 
agencies to study the req ement the tech ila ertise » 


that this better 
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“Yau! 


A spread from the “quite remark 

able” Fisher & Ludlow centenary 

booklet. “An example f 
virtuosity.” 


Y recent comments on 
“home produced” print 
aroused even more inter- 
est than I expected. Successive 
posts have brought letters and 
scores of samples sent by adver 
tising departments who are 
either proud of their work and 
want it mentioned or who seek 
advice on improving quality 
Mr. D. R Robertson, 


director of the Sommerville and 
Milne agency of Glasgow 
challenges me to pick out from 
a batch of specimens the only 
one printed by a printer « a 
two-colour offset machine-—-and 


promises to buy me a drink if I 


succeed 

In normal times this deve! 
nent would be a threat 
livelihood of the 
printer, but few of them will be 
worned about it to-day—they 
can get all the work they can 
handle, certainly all they can find 
the paper for 

Indeed, signs are that next year 


commercial 


All Good 


Wishes 


TO ALL OUR FRIENDS 
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More News From The 
Office Printer 


paper will be really scarce, and 
there may be serious difficulty in 
getting certain classes of work 
done at a 
The owners of office printing 
nachines will also have 
around for paper 
nay ne De “ we 
the commercial printer 
Only yesterday (as write) 
advert emer { T I of a 
he had 
Diack 
paper 
grade 
which normally it about 
Is. 7d. He turne down. Few 
mmer } would buy 


ratch 
scraten 


rganisat 
been approache 
narketeer who 
at 2s. 9d 


that price iny rate until 
situation gets much worse 
than it niess he has no 
stock at all for day to day run 
ning 
From all the dence it ap- 
pears that MOS 
tant factors in 


IMpor 


sults office 


sent me three 
two and 

vYaprint R 
difficult to be 


ome printed 


n 


vwraphs wi 


with 


niv ybvious ble 

me of them . 

up much thicker ne 
one side of the sheet 
other 


A point worth noting here is 
that they are al! printed on art 
paper The operator was 
formerly on the permanent staff 
of Rotaprint, so has a wide ex 
perience of the machine. Before 
that he was, | believe, with a 
commercial printer 

Mr. Cutter says that although 
they employ a high grade opera 
tor, these catalogues cost less 
than 50 per cent of similar cata 
logues he was having produced 
by outside printers. He does not 
say what proportion of over 
heads, rent, etc. is borne by the 
home press 

Incidentally, 


one of the jobs 


PRINT REVIEW 
by 


Brian Hilton 


is sand-grained which of 
course was not done at home, 
Each of the catalogues has a 
page size of 11 x 8&4 


THE PRINTING DISPUTE held up 
nention of iny pieces of print 
which were t to me in the 
autumn Among them was a 
quite remarkable centenary book 
let produced for Fisher & Lud 
low Ltd Toon & H vf 
Birminghan The job measures 

x & landscape The cover is 

2 in a livery of rich nge 
lack and gold with 
te. All the word 
id one is impressed 
red mass 
sheen is 
ist cover. Bind 
ing is white Plastoic. Cov de 
atter of tas! this 


siQ2ns are a 


., < $ 

'g ee) 
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The presses go round 
Print as they pound 
FIVE MILLION SUNDAY PICS 
| | Repeat, repeat Wi 
Till the run’s complete \ 
| FIVE MILLION SUNDAY Pics) 


All the ad spaces NN) 
| In prominent places % 
FIVE MILLION SUNDAY PICS ¥ 
Space buyers, you bet 
Can never forget 
FIVE MILLION SUNDAY PICS 


7 wondeh ful uhatam AD.INTHE PIC wile do/ 


No wonder Mather and Crowther, Ltd. booked space for Jamaica Rum in 
e .unday Pictorial. Especially when the Sunday Pictorial’s square inch 


er thousand space rate is actually g.3 per cent. LESS than in 1939. 


Sunday Pictorial 


ek. 4 Asch : “ca. Wiss, i a, ial ‘ae ; ‘ F 
ee ee : | 
| L> Bae 
Ses Sout Rs 
nate oP a ed ihe - 
rt Lett a S13 Ph 5 
rd) 5 3 . Ls 
cane Se 0; MLA | 
a 0) Ze ae iby 
gto e — \ \ ; 
— ASIN 1 
ws . . yr - \) A d 
etm 1) SA Berg 
* SA oe = «4 ; 
moewaee Cet a 
awn m ‘yy r, 
wi en vot On ware OM ie ' 
E G | 
x 4 we BL. ae ~/Q,., © S 
| a Eas os 6 @ Oo | 
om -— “voor a 9Go@:-O- O22 --’ | 
; - - ae 4 <9) <a . it ae 
: ; CP <: A pee SY ee oe 
a i ’ f2o7 PZ Ml) KX ? ( ne a (FA . 
~ Ge 8 S982 | 
, Pes LD | at FP \-: Ap te IY, ) 
‘l ; . Be ; | YI\i cy \ : et Al CA ¢ yA" AN i WV 
: yy ~ ~<Gigeen”, ~~ Vearest DSN (Vail . 
q ew | adi ty Nae ay i Ns ool >\\a } S 
% ) “ a ’ Sy 4 T m NSA ™) iP | 
ins a > . Ae bi j j ' a | v< T _ Ay ant . 
2 SS > ‘| Pan. » 
‘ , " bs : Pe ae ” 4 ¢ /; el . *. | 4 
Pe, EP nde 
: oa “bed bey er rs “” diets 4 //¢ 4 | v ) ( 4 
a. mS Re \f TOM EEL BYE LI 


\DVERTISER'S WEEKLY 


* . . . the Council do not 
bind themselves to accept 
the lowest or any tender” 


What does this mean? It means that the tender 
most likely to be accepted by a local authority is 
that of the company whose reputation is highest 
with the council. The only certain way to make 


your clients’ name nationally, familiar to the 
purchasing officers in every council in Great Britain 


is by booking space in 


WORKS” ENGINEER 


PUBLIC 


Published every Friday at Is. 6d., this is the only 


national weekly read by every buyer in every local 
authority. Who sees it? The borough engineer 


The surveyor. The architect. The highway engineer 


The parks superintendent. The baths superintendent 
Not least, the town clerk and the treasurer. In other 


words, we, and we alone, cover the WHOL? 


market a market in which every year the 


products of YOUR CLIENTS are needed to the extent o! 


2 RX 


Send for and rate card to the 
Advertisement Director, 


W.C.2, or telephone HOLborn 2827 


specimen copy 
3/4 Clements’ Inn, Strand, 


P, rint Rev lew— 


ture. Left 


—conti inued. 


hand pages ca 


the fou colour h 


simple brilliance is very much to 
mine 
There are 52 pages Every 


night hand page is a colour pt 
! 


The foreword tells how the 


reading matter was compiled. As 
of the Company's factories 
were destroyed ombing a 
great part of the records was lost 
So a meeting was convened of 
all the old servants and pen 
sioners of the ( any, who 
were microphone interviewed 
Their comments were recorded 
on a sound track, this material 
being subsequently edited and 


woven into the general story 
The editing 


was first class. The 


book has a unity By this I 


nean that it has an individua 

which can only be in a piece 

writing if it is produced by 
3 Materia written 


edited, by a committee 


lity 
of 


one 


or 


$ usually 


as dull as cold rice pudding for 
i committee inevitably edits out 
the idiosyncracies that help to 
give an individua piece of work 
its character This writing is as 
vigorous as the design 
The ¢ rder was apparently 
30 imited that copies are 
precious This is a pity Every 
V stu 
rtunity 
of 
. . * 

AGAINST THE co tively 
jective treatment of the Fisher & 
Ludlow book i hook pro 
luced record t ening of 
i new works Sta Works 


ee 


Ni CRMINSTE 
New Tow 


Sh APTESBURY 


A map from the jubilee booklet of the 
Presentation 


Comment 


\. w Ay "LSHIRE ¢ “Be 
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SHOULD 
THIS 


BE IN 
YOUR CAP? 


Nobody could fail to notice and 
read” this mailing shot 


(G.B.) Ltd., reads like advertise- 
ment copy The impersonal 
we is used throughout, and 


every word is precise and correct 
It is all very proper and nicely 
done, but there ttle joy in 

cz > . 

THe Bournemouth Daily Echo 
produced a souvenir brochure to 
mark its golden jubilee. Though 
very different in style and pre- 
sentation from the other two 
here again is zest The writer 
manages tO impart his own 
enthusiasm for his subject to his 
readers, who will enjoy his tale 
Presentation is clean and admir 


able 


> . > 

ANOTHER ITeM left over from 
the autumn is mailing shot 
from F. J. Lyons, the public re 
itions counsel This is remark 
able for having a brilliant red 
feather stuck on its cover with 
the headline “should this be in 
your cap?” 

Nobody, finding this in his 
post, could fail to notice, and 


read 


~~ 
; POPULATION 


gilt 


s clear and admirable 


“Bournemouth Daily Echo.” 
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DISPLAY & COMMERCIAL ART 


New Plasties For Display 


T is reported that Festival of 

Britain architects are taking 

a very practical interest in 
plastics, particularly “‘Perspex”, 
for making display features in 
some of the more romantic 
Pavilions on the South Bank 
Indeed, it is no exaggeration to 
say that both the Festival of 
Britain authorities and also the 


Council of Industrial Design 
are plastics conscious in quite a 
big way 

A walk round the Festival 
Inquiry Office in Leicester Square 


something of the 
interest shown by their architects 
materials 


ral well 


will reveal 

in plastics as display 
This office has seve 
designed and effectively 
Perspex” panels ind 
edge-lighted 


Plastics 


arranged 
attractive 
laminated 
wall-facing and counter 
tops and furniture upholstered 

me of the newest synthetic fibres 
i hard wearing vinyl! compound 
Admittedly all materials 


signs 


these 


4 new line 
Taunton 


in plastic s 
Cider Co. Ltd 


This mug 
by Insulation 


plastics are the most exciting, and 
offer the greatest promise for the 
creation of outstanding effects 
It is strange, therefore, to find 
t firms in the display 
business are ignorant of the wide 


Nat many 


scope offered by plastics and 
familiar only with such well 
known materials as Perspex" 


ind laminated sheet 
This is a pity, because several 
unusual and potentially important 
materials have been recently 
developed which offer promise to 
enterprising designers 


venecrs 


One of the most interesting of 
the new plastics is rigid polyviny! 
chloride This is a strong, light 
weight tough and non 
inflammable thermoplastic 
material which is unaffected by 
water and non-permeable to 
noisture. It is available in thin 
sheet form in black and white 
and a few primary colours. To 
the exhibition contractor rigid 
p.v.c. offers several worthwhile 
advantages, the most important 


material for 
Manufacturing C« 


was made in Beetle 


(Plastics) Lid 


Festiva! 
free of cost by the manufacturers 
this detracts nothing 


were presented to the 


v¢ usefulness and attrac 


plastics chosen 

i the imagination displayed in 
ying them 

is no doubt that of all 

ivailable to the 

display trade 


ness of the 


iterials 
shibition and 


of which can be summarised as 


follows 

1. It can be used in the form 
of thin sheets which may be 
cemented edge to edge with 


quick-drying adhesives 
. 


- Being 4 


strong 
thermoplastic the 
sheet can be fabricated and 
shaped in a similar manner to 
Perspex.” It s, therefore 


possible to utilise the material to 
good effect in making ail kinds 
of interesting shapes 

3 gid or unplasticised p.vc 
will be acceptable to the L.C.¢ 
and all other authorities as it is 
not possible to ignite it, even 
when a blow lamp is played on 
ts surface 

This thin sheeting can be used 
for panelling and might be worth 
considering as a temporary cover 
ing for stands at the Royal Show 
and other open air exhibitions. 
Apart, of course, from thin sheet 
ing, it is possible to obtain this 
material in the form of thicker 
more rigid sheeting, extruded 
tubing. solid rods, etc. all of 
which possess this most valuable 
property of complete flame resis 
tance As yet it is only available 
in opaque colours, but chemists 
may eventually produce rigid 
pvc. Mm transparent and trans 
lucent fast shades 


Blowing Up 
The Model 


\ new idea jin 
display is the inflatable dress 
form made of vinyl resin film 
First created by Barbara of New 
York, these mew shapes are 
astonishingly natural and display 
the feminine form to great advan 
tage 

Production is very simple: the 
shape is cut out of flexible, tough 
film transparent or flesh tint 


plastics for 


using sheet metal templates or 
patterns The edges are next 
sealed with electronic sealing 


equipment which gives an almost 
invisible seam that is durable 
urtight and watertight After 
sealing, the form is inflated and 
fixed in position ready for dress 
ing. The idea is capable of being 


developed on a large scale m 
many directions. For example 
new types of three dimensional 
displays, such as inflatable water 
wheels 6 ft. in diameter for 


showing off bathing accessories 
have been made of the same type 
of film by a similar technique 
One great advantage of this novel 
display is that when deflated it 
can be stowed away in a small 
space The plastic does not 
deteriorate with age in the way 


that rubber does noreover, if 
punctured t can he repaired 
quite easily with simple cements 

Another valuable but neglected 
plastics materia! is polystyrene 


ADVERTISER'S WEEKLY 


Of all the materials avail- 
able to display men, plastics 
offer the greatest promise for 
the creation of outstanding 
effects, believes PAUL SLEE. 
He describes some of the 
most recent developments in 
use. 


This is a thermoplastic in some 
ways similar to “Perspex,” Two 


forms of polystyrene are of 
special imterest to the display 
trade; transparent and coloured 
blocks, about 4 inches square, 


and thin tiles The former are 
invaluable for making partitions, 
false walls and other features 
which do not have to bear any 
load 

In some ways these plastic 
blocks look rather like glass, but 
they have better optical proper 
ties and weigh less than half the 
weight of glass 

On the other hand, they do 
not possess the strength of glass 
and cannot be classed as non 
inflammable 

Architects are specially inter 
ested in polystyrene blocks 
because of their excellent light 
conducting properties and the fact 
that they are now becoming avail 
able in a wide range of lovely 
transparent and translucent 
colours 

Another important polystyrene 
product is the moulded tile, which 
is similar in appearance to the 
ordinary ceramic type, but is 
much thinner in section, lighter 
in weight and cheaper Unlike 
ceramics, this new tile can be 
quickly and firmly cemented ‘o 
any surface, such as a rough 
wooden counter or table, to give 
a Waterproof and corrosion 
resistant covering 


Ready-cemented 

Wall Tiles 

In the U.S.A, they have devel 
oped a ready-cemented poly 
styrene tile which comes ¢o the 
customer with the adhesive pro 
tected by a paper backing. To 
apply it to a wall all that is neces- 
sary is to soak the tile in hot 
water for half a minute until the 
paper backing slides off, expos- 
ing the pressure-sensitive cement 
After wiping the water off the 
ement, the tile is applied to the 
surface to be covered and stick 
to it firmly 

For exhibition work, such as a 
dairy show or catering exhibitior 
nock-ups of kitchens, dairies 
298) 
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A SEIS BEC 2 


SPECIALISTS IN DESIGN AND 


PRODUCTION OF BROCHURES 
CATALOGUES AND SALES 


PROMOTION MATERIAL 


ASTRAL ARTS GROUP LIMITED 


245, Vauxhall Bridge Road, London, $.W.1. 


Tel. : Vie. 5303/6 


¢ Multilith end Rotagrint Mac 
) consistent 


Two ewential 
are (1) Rapid reliable 
features of business ot 
built up custome©r sup 
beliow—Terminus 2691-—w 
atienuion 

Many 


Simply supply 
from idea to Gnis 


here you will 


then 


bines 
b are 
high quality. Bot 
Lithographic Co. have 
tact the address 
us aod immediate 


Suand 
invited to oO 
receive courteo: 


invaluable 
jod 


1c 
chensive service 
Company handies the 
y tor your machine 


the 


1ST FARRINGDON RD. LONDON E.C.!. Telephone Terminus 2691 (4 lines) 


ale one: 


22 CHENIES 


Quality 


Display 


LONDON TEL: TRA. 4277 


ESSLERS,_ 


LONDON 
DISPLAY STANDS 
SHOWCARDS SHOWCASES 
201/3 CHURCH STREET, N.16 (CLI 6247) 


Rathbone 24) 


PHOTOGRAPHERS 


eum 


STREET-W-C- 


SILK SCREEN PRINTING) 


Phone 
EALing 3626-7 


wick Koad Studios 


EALING, W.5 


LONDON OFFice 
NEWMAN YARD ws 
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DRAWINGS FOR ADVERTISING FIGURE 

& STULL-LIFE « CUT-OUT DISPLAYS - SILK 

SCREEN PRINTING LETTERING & 
SHOWCARDS 


IS Trinity St., Huddersfield Phone 5555 
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Portable Display Fits 
All Windows 


_—— FACTURERS who 
4 spend a great deal of 
thought and money in styling 
their products are naturally con 
cerned to do all in their power 
to ensure that weak or untidy 
display does not neutralise their 
effort. As a result, many of them 
undertake, at their own expense, 
to provide displays in stores and 
showrooms 

Where a wide range of mer- 
chandise is to be shown in settings 
of widely different dimensions the 
costs can easily be astronomical 

One solution has been found 
by Simplex Electric Co, Ltd. The 
Stuart Advertising Agency have 


produced for them the display 
illustrated It is adaptable for 
windows or sites of varying 


depths and heights; takes the com- 
plete range of Creda equipment, 
from a domestic iron to large 
restaurant ranges; and is easily 
packed, transported and erected 

It takes the form of a “stag- 
gered chess board” composed cf 


NEW PLASTICS FOR DISPLAY 


square panels which carry sales 
information on backgrounds of 
white, grey, red, yellow, blue and 
lack A complete display set 
consists of 6 panels, each one 
being double sided, providing 12 
different features The panels 
interlock at the corners, and 
shelves for small appliances can 
be fitted. The set packs into a 
crate less than 2 ft. cube 


Five Guineas 
Per Window 


Stuarts calculate that, including 
the initial cost of each set, its life 
over a year, and the cost of dis- 
patch and erection, each window 
display costs their clients about 
five guineas 

The designer was Eric Sharvell, 
of Stuarts, and the builders, 
Clifford Publicity. The City Dis- 
play Organisation are responsible 
for circulation and erection of the 
sets, seventy of which are now 
touring the country 


(Continued from page 297) 


processing rooms in factories, 
etc., can be tiled with polystyrene 
tiles to give an _ attractively 
hygienic appearance Equally 
useful is the fact that benches and 
tables can be given a surface of 
dazzling white tles 

Plastics can be applied very 


effectively to paper sculpture and 
a good deal of thought is being 
given to this idea 

Instead of paper, the “sculptor” 
may use tin foil laminated with 
polythene film or paper coated on 
both sides with a tough 
polythene or vinyl 
give more body and 
plastic” properties The pre 
sence of these thermoplastic 
materials also has the advantage 
of making the exhibit more dur 
able and better able to withstand 
exposure to humidity 

One last plastics wrought 
duct of interest to the display 


ayer of 
resin $0 a§ to 


more 


pro 


Se acetate or 
butyrate tube 
ugh, colour 


" 
trade is celluk 


the 
cellulose acetate 


Both materials are 


ful and have a highly polished 
finish In tube form they have 
been used very effectively for 
building up surrealist displays to 
show off rather dull trade pro 
ducts, such as smal] engineering 
ACCESSOTICS Cellulose acetate 
butyrate is preferable to the 
Straight acetate on account of .ts 
superior dimensional _ stabilit 


On the other h tis not made 
in this country and has to be im- 
ported from the U.S.A 

This ry review of 
ome of the newer plastics wil 
least indicate the trend and ma 
e designers ideas 


very curs 


be suggest to son 


a littl off the beaten track 
Plastics are well worth watching 
and some rather sensational de 


velopments can be expected quite 
shortly 
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DISPLAY & COMMERCIAL ART vertising manager of David 


Moseley & Sons Ltd., and printed 
by John Sherratt & Son 


Sales Aids For Christmas Aas eel 


YEW type of display piece has 


d 7 T been produced for —~ 
A AY 5] Todd & Co. by Acme Showear 
n he N ew Year & Sign Co., Ltd. It is carried out 

in light bronze metal with a 


ing agents, Willing’s Press Service were designed, and had to incor- 
Ltd. porate the company's colours, 
. * . black and orange 

HRISTMAS selling aids for The carton was designed and 
Moseley Para rubber printed by Hunt Partners Ltd. 
pouches had to be based on the and the showcard was adapted 
only piece of advertising materia! from the carton design by 
a folder—existent when they Michael Leigh, M.1A.M.A., ad- 


ART of a new campaign by 

Ekco-Ensign Ltd. is the distri- 
bution to lighting dealers of a 
series of five cut-outs for wall 
or counter display. Both draw- 
ings and photographic treatment 
are used. 


All the cards feature the tung- 
sten filament lamp, with a refer- 
ence in three of them to Ekco 
fluorescent lighting They are 
produced in 9 and 10 colour 


cream wood tray to hold the pens. 
An Edglite at the top illuminates 


photo-litho, mounted on strong 
board, with strut and hanger. 


The scheme was devised by 
Mr. Kenneth Howard, advertising 
manager, Ekco-Ensign Electric 
Ltd., and the company’s advertis- 


the brand name 

The unit is exceptionally nar 
row from back to front and has 
an case! at the back The tray 
comes out quite simply so that 
the shopkeeper can show it to 4 
customer without any risk of the 
pens falling out 


(Keystone photo 


Studio Seven 
Limited 


47 RED LION STREET~ W-C:l 
TELEPHONE: 


HOLbern 9357.8 


—_ ° aa ‘ 
The question of whether or not your paintings ~ 
are going to remain fresh and brilliant is a very 
important matter because it is natural that you 
will want your work always to do justice to 
your merit as an artist. 


| - — 


You cannot afford to be disappointed By using REEVES materials you are 
if your paintings deteriorate in the assured that your work will retain 
course of time for can your chents. those qualities as when first painted, 


for our reputation, respected since 
of 
DRAWING BOARDS 
to choose from . . . 


aod §) years’ experience of 


1766, ensures complete dependability 
dealing 
with High-class papers—and the require. 
ments of the Commercial Art World 


Complete range of WINSOR & NEWTON'S Poster, Designers’, 


Fampore it Coleurd dince 1766 0: | hut. there's “ly ONE R & NEWTON'S Poster, Designers 


COLYER & SOUTHEY LTD. 
17-18 -TOOK'S COURT CURSITOR STREET’E-C-4 


12 Kensington High Street, London, W.8 4» 
haring Cross Road, London, W.C2 Va l i 
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Est. 1908 Phone : Hol. 6641/2 


87/93 LAMBS CONDUIT ST., W.C.I 


Directors : 
George Miall, Arthur Lambert, Percy Millward 


House to House distribution of 
circulars etc. by men under efficient 
supervision. Envelope Addressing, 
Folding, Enclosing, etc. Sandwich 
Boardmen. Street Paper selling. 


BOLTON STANDARD 


THE TOWN'S LEADING WEEELY 
Published every Thursday 2d 
Ctreulation growing weekiy—bdrightly 
edited well-prinied dlustrations — 
attractive features—ideal advertising 
medium— quick results 
year of this Grm 
Circulates in Bolton, Atherton, Darcy 
Lever, Parnworth, Horwich, Littl Lever 
Turton and Westhoughton a buge indus- 
tial area of over 250,000 people where 
waecs are _ 
roprietors 
PENDLEBU RY & SONS LTD 
Established 1850 
VICTORIA STREFT, BOLTON Phone 
London Office 
W. Horace Biggs Press Organisation 
115 10H HOLBORN, wc 
Phone’ Chancery 8752-3 


47424 


SILK SCREEN 
PRINTING 
From a Double Crown Poster 
to a 48 Sheet 
Let us quote you! 
CLARKE BROS. 

16 THE GREEN, TWICKENHAM 


PHONS! FOrrRSCROVES soet 


Established nearly 40 yeors 
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JOSEPH GILLOTT AND SONS LTD., 
Victoria Works, Birmingham, 1 


London Office 
28, New Bridge Street, B.C.4 


DESIGN 
PHOTOGRAPHY 
DISPLAY 
EXHIBITION 
SILK SCREEM 


Replicards Ltd 


407-409 

HORNSEY ROAD 
HOLLOWAY 
LONDON N.I9 
ARC: 1178 & 346% 


EXHIBITION STANDS AND 


FOR FOLDING 
BOXES 


as LT. 


aw 
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2-4 EPWORTH $1.00 
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“SHOWN AT THE FESTIVAL” 


MICHAEL'FORRESTER, an industrial journalist, describes 


28 


DeceMBER i9S0 


how household goods will be shown at the South Bank, 


the 


London, exhibition of 


1951 Festival 


of Britain. 


Manufacturers of Festival exhibits should, he feels, make 
best use of the advertising slogan shown in this headline. 


ETWEEN 20,000 and 
30,000 of the best products 
made in Britain will be 
shown in the South Bank exhib- 


ition of the Festival of Britain, 
either by way of an actual 
exhibit or through inclusion in 
“Design Review’, a photo 
graphic catalogue 
Manufacturers of goods so 


chosen may acclaim the fact in 
their adverusements. Lhe prestige 
value of such publicity is 
obvious; in addition manufac- 
turers can, of course, use the 
theme “Shown at the Festival” 
in their normal sales and display 
aids, thereby bringing the retail 
trade into the picture. 

A prime aim of the Sout 
exhibition is to show the 


h Bans 


world 


DISPLAYS OF QUALITY 
T. ROBINSON 
STUDIOS, LIMITED 


72a Plough Rd., Battersea, S.W.!! 
Tel. Nos. Batterses 5300 & 4886 


DISPLAYS 
EXHIBITION STANDS 


MERCURY 


DISPLAYS LTD. 


245 gpesesss Onioce ROAD 
vicT * $.W.t.- TEL. VIC 0912.3 


NOW —s8 co_LourRs 
IN FLUORESCENT PAINT 


AS BRIGHT AS EVER SEEN 
Showcards, posters. bus-ponels 
MODERN PUBLICITY SERVICE 
39 WEST HILL, WANDSWORTH, 5 W.I8 
Phone VANdyke 6667 


POSTERS 


TICKETS SHOWCAROS & OFSFLATS 
HAMOWHITTENM OF S4LK SCREENED 


ier Sryems | SIGNS & DISPLAYS) LTD 
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Britain's best goods and services 
as they are used in everyday life 
but there will be an exception to 
this general rule of functional 
d splay 
While it is simple to demon 
ite in that inner the theme 
f the development of coal mech 
n.sathion or jet p s it 3s 
not iiways poss « to treat 
sim riyv the tory of susehold 
equipmen hardw turniture 
soft furnishings, p and so on 
I herefore 1 a sma ntro 
di section d “Pantech 
n >) the f I Homes 
d Gardens 1 number of 
goods, including s rware, plas 
tics, brushes and pots and pans 
will be shown in mass form 
Pantechnicon section” will 
show a cross-section of a typical 
British house developing — its 
theme with full-scale dels per 
forming everyday ousehold 
| tasks t ygether with the equipment 
ceeded for them 
} In an upstairs scene fu 
scale model of “Fathe will be 
seen papering and painting a 
bedroom Around him will be 
} paint, distemper and wallpaper 
| brushes, plus other accessories 
needed for interior decorating 
Next door, his wife ilso a full- 
scale model—will be bathing her 
baby, and she will be rrounded 
by some f the be designed 
British nursery equipment 
Downstairs, “Grandfat! will 
be wn Walk green 
house whict " clude a 
miscellany of gard ols and 
equipment. O 1 side 


out the Festival in their 


settings 


proper 


Construction on the South Bank 


site is far advanced—two month 
ahead chedule—and display 
contractors have already started 
work Exhibits will be called 


luring Februar 


To ensure that exhibits are re 
presentative of the highest stan 
dards of design, as well as being 
technically suiladie in the con 
text they are used ticles chosen 
for display are vetted by inspec 
tion panels nominated by the 

des concerned. In the case of 
hardwa for instance, a panel 

f distributors has already under 


taken much of this work 


Actual selection of exhibits js 


however, the responsibility of the 
Council of Industrial Design 
Manufacturers of goods 
selected for exhibition are being 
asked to loan samples for the 
rurpose Exhibits will not be 
labelled with producers’ names 
and addresses—these will be 
ivallable from trade information 
bureaux, together with details of 
specification and price 


Trade Marks 
Can Remain 


Manufacturers of exhibits will 
not be asked to delete trade 
marks or brand names that are 
normally shown on their goods. 
information bureau 


Bank entrance hal! 


A centra 
South 


al the 


will link-up with other informa 
tion points to be sited through 
out the exhibition This central! 
bureau will include facilities f« 
overseas trade visitors to contact 
manufacturers of products in 
which they are interested, as we 
is providing room for meetings 
of trade associations 

Design Review situated in 
seven arches in Waterloo Br dge 
will be a photographic catalogue 
not only of goods exhibited, bu 
ilso of a wide range of wel 
designed British goods 
cannot, however, be displayed 
because of space limitations \ 


number of Design Review 


ducts will e screened 
kaleidoscopic fashion, on five 
screens. some in colour 
To ensure that a} lard 
Naintained Desis w 
will be constantly nd 
anufact can cont 
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1950 


“YIRST question this month 
for Peter Mytton-Davies is 
We suA screen tcxttics and 


2 job for 


Sa to use a pho 


have which we pro 
fo-stenc 
7 , 

Please teli us how to waterproof 


In reply, Mr. Mytton-Davies 

1 suggest that you should 
treat one side with a waterproof 
lacquer and clear the open parts 
of the stencil by wiping the other 
side of the screen with a cloth 
dipped in the thinners of the 
lacquer 

When the screen is dry treat 
the other side, which is still un 
protected, with another lacquer ot 
an unlike nature to the first and 
clean the open portions of the 
Stencil by wiping the other side 
f the screen with a cloth damped 
with the solvent of the second 
lacquer. 


It does not matter which two 


lacquers you use providing that 


This latest piece of Parker Pen 
display material is a good example 
of silk screen printing. The sec 
tional details of the nib and 
collector (right-hand panel) are 

urticularly noteworthy. H. Grun 
haum, of St. Bride's Institute, was 

the printer 


they are of an unlike nature and 
have solvents which do not affect 
one another; for instance you 
might use chlorinated rubber 
solution for one side and a spirit 
shellac for the other 


But both must be of such a 
ure that they remain chemic 
stable when they come in 
ontact with whatever paint or 


dye is used to screen the job 
And the second question 


uM sometimes have difficulty 
getting photo-stencils (rigid 
vpe) to adhere to our 

of wire Raure Please 


is what to do 


which Mr. Mytton-Davies 


You do not state whether you 
sing phosphor bronze or 
rss steel 


} stencil resist should ad- 
lite well to phosphor 
rovided it is well cleane 4 

-ereased. To do this, swab 


Silk Screen Forum 


wl 


caustic soda 
running water 
tarnish with 
and sat 


rinse well in 


with a solution of 
nm water. rinse in 
ind remove any 
solution of 


nm water 


acetic acid 
Finally 
water again 


A Better 
Support Method 


The fact that you use the rigid 
support method is largely & 
blame for your difficulties 
this support will not 
gelatine of the stencil 
to any distortion of 
wires You would do better 
employ the Paper temporary 
support method” as far as getting 
good adhesion on wire gauze is 
concerned 

If you are using stainless stec! 
gauze do not force-dry the stenci! 
after transfer as dry gelatine does 
not adhere very well to polished 
Stainless steel 


Simex 
permit the 
to conform 


slight 


The adhesion of 
the stencil can be improved by 
coating the wire with gelatine 
Use a 2 per cent solution cf 
gelatine in water with 4 per cent 
of alum added 

Apply while hot to the gauze 
with a brush, and open the 
meshes by passing a jet of com 
pressed air through them before 
drying off the screen. When dry 
apply the stencil in the usual 
way. 


Seulpture in Paper 
and Metal 
W. Szomanski (for Print Pro- 


made this three-dimen 
6 ft. base paper sculpture 


cesses) 
sional 


which decorated the hall for the 


Cinema Managers’ Association 
annua! dinner 

The winged 
Hiduminium was 
made by Brodsk 
Alloys Ltd 


horse mural in 
designed and 
for High Duty 
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. «+ These days, nine times out of ten, the answer 
lies in plastics. Fraser & Glass fully understand the 
possibilities of plastics for premium gifts and will 
be delighted to advise you on how best to use 
plastic designs in connection with consumer offers. 
And you may depend on a practical approach, for 
Fraser & Glass have been moulding plastics for 
over a quarter of a century. Remember, plastics are 
versatile and low in cost and they permit of repeat 
orders being carried out very quickly and very 
economically. To see just how much offers for 
consumer premium offers, get in touch today with 
Fraser & Glass Ltd., Woodside Lane, London, 


N.12. (Hillside 2224-5). 


and 


people 


the plastics 
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PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, OOHAMS PRESS LTD. 06-06, LONG ACRE LONDON, W.C.2. ALL-ROUMD VALUE AND 4 SQUARE GUARANTEE FOR 4 STR 
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HABIT FORMING 


The Birmingham Post is the daily morning newspaper with the most regular readership in the Midlands, 
It is purchased by the young Midlander when he starts smoking and thinks about getting married. In 
thirty years time he will probably read in it a report of his speech at the Annual Meeting of his 
Company. It is unashamedly provincial from title to imprint. It sees the world through Midland 
spectacles and reports to Midland men and women undergraduate or Faculty Dean, head typist or 
Board Chairman. It is the ideal medium for covering one of the most compact “‘A™ class markets 
in Britain 


lo cover the Midlands first cover Birmingham 


lhe birmingham Post 
Morning Daily Member of A.B.C 
Birmingham. Mail ‘Birmingham Weekly Post 


Evening Dail) The Family Journa! 


38 NEW STREET, BIRMINGHAM 2 London Office: 88 FLEET STREET, E.C.4 


Branches at Blackheath, Bromsgrove, Coventry, Dudley, Kidderminster, Leamington Spa, Reddiich, Tamworth, Wa'sall and Wo verhampt 
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How to win the 


Eight counties are scheduled 
consideration in this 
marketing review These 
counties and their populations 
are shown in Table 1. In total 
this central part of the country 


Ww Special 


accounts for about 15 per cent 
of the population of England 
and Wales and something like 
20 per cent of the urban popu 
lation Nor only does it 
tain the second largest city 
in Britain, outside of London 
but also three other sizable 
urban concentrations—those of 
Nottingham, Stoke and 
Leicester 


l is possible to apply certain 
I basic data to the whole of the 
Midlands. This is not because 
the people living here are all 
alike—in whatever way the Mid- 
lands is defined, the name hides 
a wide diversity of occupation 
and living conditions but 
simply because we are still at 
the stage where we must, for 
lack of more detailed knowledge, 
alk in terms of regions rather 
n towns or smaller areas 
ater on in this review atten 
will be drawn to certain of 
more mportant markets 
these counties, but it is 
rable in the first instance to 
a broad picture of condi- 
n the Midlands The 
cs available refer to slightly 
t areas. For example. the 
s regions known as Midland 
Midland II consist of our 
uunties plus Crloucester 
1 and Shropshire. As the 
nd West Midlands they 


picture of a £400,000 Bairnswear factory nearing completion at Worksop is typical of 
the industrial expansion which spells Midlands prosperity for 1951 


This survey gives a valuable media — to a huge 
market comprising the shires of 

ham, Leicester, Northampton, Stafford, Warwick, 
Worcester and Rutland. 


erby, Notting- 


good deal of valuable 
marketing data is given on this 


The Hulton readership surveys 
on the other hand, speak of “The 


which comprises the 
two Standard Regions known as 


facts which may be 


It is customary in these reviews 


of population and 
part of the country 


which is disproportionately large 
in comparison with 


10 per cent during the last 
years, as compared with four per 


C_ Mitchell (George Allen & Unwin 
1940.) 


cent for the country as a whole 
The significance of this fact from 
the marketing point of view is 
that it gives an indication of a 
lively expanding economy where 
the demand for consumer and 
household goods may be expected 
to be above normal; relevant 
figures from the Index of Reta! 
Sales do, in fact, confirm this 
view These figures are quoted 
in Table Il. Ie will be noted that 
South Wales is included with the 
Midlands, but this will only serve 
to depress the index numbers 
which. for the Midlands alone, 
may be taken to be considerably 
higher 

Looked at from a more human 
angle—and this is how the adver 
tiser should look at it—the adult 
market in the cight counties 
amounting to a little over five 
million, is receiving an annual 
increment of somewhere about 
80,000 representing the young 
people who reach the age of 15 
in this area every year. Thus, if 
he intends to increase, or even 
maintain his sales, the advertiser 
must be prepared to tell his story 
again and again to these young 
people Similarly. if marriage 


Statistics are anything to go by 


early 56.000 homes ranging 
from accommodation with 
relatives to a whole house, are 


festival year market 


By B. D. COPLAND 
London Press Exchange Ltd. 


being established in these cight 
counties every year 

What else do we know about 
these Midland homes and the 
people who live in them” 


First of all, out of a tota 
of about 2,037,000 household 
we may expect to find about 
177,000 where the chief wane 
carner is getting £650 a year 
or more Of the remainder 
there are about 1,711,000 
households where the  chiet 
“ ogee earner is if receipt f 


between £225 and £649 a year 


As a final indication of the 
purchasing power of people in 
this part of the country, the latest 
figures from an Index of Regional! 
Per Capita Purchasing Power ar 
interesting. In this Index, quoted 
by permission of London Press 
Exchange Ltd the Midland 
Region, which consists in this 
case of Stafford Warwick 
Worcester, Hereford and Shrop 
shire, heads the list with an inde» 
figure of 113, compared with the 
average of 100 in Great Britain 
is a whole The London and 
South Eastern Region take 
second place some five point 
below, and the North Midland 
Region which covers th 
remainder of the area in whic 
We are interested, has an inde» 
figure of 106 This index fa! 
as low as 77 for Wales, && fo, 
Scotland and the Eastern 
counties 

Reference was made earlier 
this survey to the diversity of 
occupation in the Midlands an 
there is little doubt that th. 
variety of manufacturin, 
processes has contributed, in no 
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Midland d North “Midland 
These two cover the whole of 
The Home Market* area and 
a include Lincolnshire Despite 
these differences of definition ‘t : 
is possible to bring together a 
a: number 0h as 
# taken to represent the common 
2 characteristics of the eight | 
‘ counties 
: ee 
to § f the oa 
such j 
i ppro- ; 
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xper! 
~ vel 
the country . 
Taking the East and West j 
Midlands together, there has 
j been a population increase of 
ee 
a " : : | Po 
rt ee 
c Ltd npg 
a ntti i 


ADVERTISER'S WEEKLY DecemBer 28, 1950 


THE MIDLANDS However, in metal manufacture TABLE I—DISTRIBUTION OF POPULATION (MID 1949) 


the area 6 V y strong More 
than : third { s) tne esta’ mi Cornurba 
small measure, to the financial nents of this nature are situated : r iT, p 
li ) : here mms O Owns oO 
stability of the area ce ere 100,000- 40,000- Remainder | Remainder 
The Midlands contains {9 ‘ 4 natural concentration on T 15,000 Urban Rural 
per cent of the manufacturing the tivid nsumer nd — “ ve Mee OY 
é individual “umn . non 
establishments in Great Britain the f } x 2 attr 183700 
Just over a quarter of these fa! marke g house - - 40,588 119,102 
oe 2A oe 5 ) “0 20,750 158,660 
TABLE I—-INDEX NUMBERS tg 2h... werry 


OF SALES PER WEEK ee a ee 
(SEPTEMBER) ee ee eee nee 


Average for 1947. 100 


Midland 
4 


South Great asd sentinn : 
Wales | Britaint acy “ie out . 
, ed ke g purty fie] $1.180: Nuneaton $3,350; fifteen most important urban 
- et ~ ah fd vet districts Rugby 45,860, Burton-on-Trent concentrations extends well be 
Non-food merchan I he . ae i] Ways Of selec 48,660. Peterborougt $4,140; yond their administrative bound 
iise iv ‘ ng the st gnificant mark Cannock 40.89 Worceste aries. For instance, Chesterfield’s 
iF sa One is to do as The Home Market 62.020 effective population is more than 
ppare f f { : , ' 7 
Household goods * is is Goes and . d fifty Assuming that the average doubled if the area served by 
Foods and perish iT ee oan centres mn the household contains 3-19 persons the road transport services radiat 
ables ha ‘ ury. If this Jone it will t ind that two per cent of the’ ing from i is included. Again 
All merchandise iaz ) found that seven then are total population do not live in the effective population of Mans 
’ nm? ' | ' ' | 
sated ¢ Midlands households, there must be ap field is increased threefold for 
*Purnishing departments, hardware and Reference fable 1 show proximately 1,293,900 households the same reason 
electrical that these ever 4 i centres and. in consequenc the same Generally speaking. the effec 
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footwear ecow pers ‘ number of housewives tive population of the eight towns 
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? na ’ ) 
dland counties T} 
nto the upper size groups —100 corresponds almost exactly with TABLE HI—THE SEVEN MAJOR URBAN CENTRES 
more employee ind it is the national picture, for the fifty 
teresting to note that, contrary urban centres listed in The How : House 
& i ; , Total Pop. Adults Male Females Wives 
general opinion, small firn Marker contains 56°8 per cen f - tecke of TR ows teen sane SSE — 
do not predominate in Midland the population of Great Brita Birr bation | 2,180,701 | 1,046,720 | 1.14 1 ‘ mn 666.490 
ndustry In fact, a ircu In Ta Ill these seven areas ctir $30, 60% 0 : 154,530 
Stok mh HM 109,660 
mtains just ver a quart f show! fet I r Mo ‘ 4,72 v ) 
the giant organisations f th Apart from these seven la ‘ ntry 4 HOC 126,685 9% 77.550 
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! trat " ‘ . Northant Mux 15.004 x“ ~? 410 a 
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STREET. BIRMINGHAM | 


‘ 


PUBLICITY HOUSE. CORNWALL 


Soi, ADVEST EOS Wa.  VEeeESE Bee) 
Y 


One herald may have been a satis- 
factory method of advertising 
in mediaeval days, but to-day 
one has to use several Heralds 
and Posts and Mails, Gazettes and 
Despatches to ensure that the 
world in general knows what 
you have to offer, whether it be 
goods, service or ideas 
aj Without blowing our own 
trumpet we, as specialists, know 
what makes good advertising 
and, advertising good. 
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THE COMPLETE AGENCY 


Staffed by experts, prepared and equipped 
to deal with every assignment in these 
related fields. Elliott has every facility 
for planning and carrying through a 
modern advertising campaign on the 


largest scale and Elliott gets results. 


* Advertising 
* Marketing 
* Sales Promotion 


* Industrial Design 


ELLIOTT ADVERTISING LTD. 
192 Broad Street 


Birmingham 15 
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¢ considered to be about 790,000 
nstead of the 423,880 quoted no 
Table lL. The same principal ap- 
plies to the major conurbations to 
i lesser degree The importance 
f looking at marketing areas in 
this way will become apparent 
when the subject of poster cover 
introduced later in this survey 
How can these Midlands mar 
kets be reached and influenced 
Perhaps the sunplest way of 
howing how the Midlands com- 
ares with other parts of the 
yuntry is to construct a little 
ady reckoner based on some of 
he information contained in th 
Hulton Readership Survey. What 
we need to know first is the extent 
to which the national Press 
iffords a satisfactory cover and 
ow much it needs to be rein 
forced by provincial publications 
In Table IV there is summar 
sed some of the data given in 
lable 18 of the Hulton Survey 
I hus illustrates the extent to which 
the eight main categories of pub 
ications cover the different parts 
f the country. The figures have 
been recalculated to exclude 
Scotland as the situation there is 
10t strictly comparable with that 
n England and Wales 
In the first place it wil! be seen 
that the cover provided by the 
national mornings in the Mid 
lands is almost identical with the 
figure for England and Wales 
Recause of the predominating 
nfluence of London as a publish 


V. SIVITER SMITH € CO. 


ing centre the cover afforded by 
this type of publication tends to 
decrease as we go North The 
percentages reading no morning 
paper at all increase slightly in 
the same geographical direction, 
but not to anything like the same 
extent 

The differences between the two 
morning paper figures show how 
the provincial mornings (though 
few in number) become more im 
portant as the distance from Lon 
don increases Another factor 
that accounts for local variations 
im morning paper readership is 


of course, the actual location of 
the provincial mornings There 
are five of these publications ir 
the eight counties; two in Birm 


ngham, two in Nottingham, and 
one in Leamington According 
to the nature of the publication 


too, a decrease in the readership 


408 


of the competitive nationals in the 
areas where the provincials circu- 
late should be anticipated 

Regional variations in the 
readership of Sunday papers are 
almost negligible One Sunday 
paper is published in the area 
covered by this review 

Evening paper readership tends 
to vary inversely with that of 
local weeklies and bi-weeklies 
In the Midlands evenings are 
read by 67-6 per cent, while 
readership of local weeklies 
stands at 52:5 per cent. This is 
closer to the national average 
than, for example, the South- 
West and Wales, where local 
weeklies are more prominent 

Although the summary does 
not show it, it is a fact that the 
readers of two or more evening 
papers are proportionately fewer 
in the Midlands than in the coun 
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try as a whole. Of adults in Eng- 
land and Wales 7-4 per cent read 
two of more evening papers as 
compared with only 4-4 per cent 
in the Midlands. In London and 
the South-East, where three even- 
ing papers are often available, the 
percentage reading two or more 
rises to 13-1 

The Midlands jis distinguished 
by the fact that the readership 
of monthly magazines, both 
general and women’s is appar- 
ently not so high here as in other 
regions Women's weeklies are 
read by a littl over half of the 
women in the Midlands, but even 
in this category there is a slight 
decrease towards the North It 
would be interesting to know 
what effect the exclusion of the 
Radio Times, with its regular 
geographical cover, would have 

(Continued on page 312) 


TABLE IV—PENETRATION OF NATIONAL PRESS 
Total 
England and South-west | North-east 
Wales South-east and Wales | Midlands North-west and North 
— — — — = oS ee nes 2S See — = 
Estimated population aged |4 and over 12,650,000 4,200,000 »9850,000 4,850,000 5,500,000 
Percentage of popu on reading 
Any Mornin WW ¢ WS a6 6 42 ah-2 
Any National Morning ie | ai anf Ha 5 60-5 
Any Sunday 5 | MO ne 92-2 
Any National Sunday 13-5 i 91-6 “ 90-7 
Any Evenin } 70-8 M42 80-2 
Any Local Weekly 67.9 73:1 | 5-0 
Any Creneral Weekly 791 aio 1-2 6-6 
Any General Monthly 244 2< is8-¢ 23-1 
- a i J} = ae 
Estimated fernale population aged | 4 and over | 2,1000,000 
Percentage of women reading ‘ 
Any Women’s Weekly Magazines 7-1 54 608 m2 Ae) 62-1 
Any Women's Monthly Magazines S85 00 a0 32.0 $2.8 43-4 
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From Table 18, Hulton Readership Survey 
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A Colophon LTD 


Process Engravers announce 


that’ their 


associate company 


StucksColophonLe/ 


covering the 
industrial and 
Agricultural 


is now in production and 


available for high class 


Commercial and Industrial 


ONLY 
THe ic. MEMBER 


A 
FOR STAFFORD 


Photography >» 


Phone $8258-9 TR, 


FOR PROCESS ENGRAVING AND ART WORK ; 
and NOW for PHOTOGRAPHY 


@ London Office: 
Mr. H.C. Blanchard 
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STILL 


* 


BURTON 
DAILY 


; Only Evening Paper 
printed in 


BURTON-ON-TRENT 


Net Sales, six months 
ending June 30th, 1950 
; A.B.C. Figures 


21,903 


COPIES DAILY 


Circulates Burton, South Derby- 
shire, North Staffs, and most 
prosperous towns in Midlands. 
Local industries include Brew- 
ing, Engineering, Coal Mining, 
Clay Working, Pottery, Agricul- 
ture, etc. 


BURTON 


Illustrated Weekly With 
BIGGEST CIRCULATION 


over 


* 


BURTON Office: 
65-68 High St., Burton-on-Trent 
Tele: 3485 - 3 lines 


London Rep 

E. GREENWOCD LTD 
231 The Strand 
Central 2994 
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group Higher wages ensure 


CLIMBING completely covers 


the million money 


spenders in the 
400 square mile 
rural areas of 


MAIL WARWICKSHIRE 


& the prosperous 


residential 


environs of 
BIRMINGHAM | 


ed 


and 


WARWICK | 
OBSERVER county news 


ES 


SERI 


HEAD OFFICE: 

23 Newtoa St., 
LONDON OFFICE: 

143 Fleet St., E.C.4. CEN. 


B'ham CEN. 6967 


2665 


months of 
\ 


As one correspondent says, 
Current industrial trends, over- 
shadowed as they are by the re- 
armament programme, promise 
to bring an even greater measure 
»f prosperity 
The ple Xity o 


a the growth of 


its industry 
new trades 


com 


the future prospects f 
he bright although 
shortage of bui land and 
means there can be no 
rapid eXpansion 


ding 
i abour 


- ition of the 


if the inter-war years 
Before the rearmament pro 
gramme was announced the 1 


industry had I a 


of new factory space 


ion square 


and one new factory, to employ 
SOO men, is likely to open next 
yea! \ large chemical combine 
has a £2 million extension plan 


ver oo years and a big electrical 


concer expects to complete a 
tl pilin Gutvenion next year 

The present high level of 

wages, which has recently been 


augmented in some cases by an 


award t workers 


high cost 


» engineering 
militates he 

f living 

Derby, where engineering is 
predominant among a 
range of 
most prosperous 
Midlands 

Output is maintained at 
evel on home and 


againss 


Surprising 
industries, is one of the 
towns in the 


a high 
eXport orders 


and to meet an increasing demand 

for Derby-made goods a number 

a , ae among them Derby 
: Lt« Aiton & Co., Ltd 

pipework engineers) and the 
Royal Crown Derby Porcelain 
o., Ltd... have undertaken biz 
expansion schemes 


Anticipating future demand fo 


— il Space in the town, the 
Corporation are to take over an 
80-acre site for light industries 
Within recent months overtime 
working has become = general 
throughout industries in Wolver- 
hampton, and there has been 
} gradual but definitely discernible 
j swing of workers from lower paid 
transport and distributive work 
to the factory bench 


prosperity 


IDLANDS towns face a bright twelve months in Festival 
year. The news is of continued full employment, expand- 
ing industries and new factories. 


Coventry, recently described as 


Britain's Boom Town,” js to-day 
presenting the authorities with a 
problem that first made itself felt 
when the Luftwaffe pilots coined 
the word “Coventrated”—to find 


accommodation for the thousands 
f new workers who have been 
attracted by the high rates of pay 


In the next 12 months Coventr 
can be expected to play an im 
portant part in the rearmament 


programme 
Worksop is expecting to attract 
many visitors during Festival year, 


because the town is well-known 
as the Gateway to the Dukeries. 
Industrialists will find much to 


interest them, for this borough « f 
immense area is no longer merely 
a small market town and shop 
ping centre for a wide rural! area 

In the county town of Stafford, 
31,188 people are employed. This 
1S 4 measure of the town’s rapid 
industrial expansion. The popula 
tion has increased by 8,000 in the 


last fifteen years 
Kettering is the hub of the 
nation’s footwear industry, turn 


ing out thousands of pairs of al 
nost every type of footwear each 
week. But the industry is not con 
fined to the actual production of 
boots and shoes. Leather dressing 
and tanning, and last making are 
all carried on in the town and 
ibsorb a considerable proportion 
of the available labour force 
The town is surrounded by a 
number of prosperous farms, 
managed by men who pride them 
being well to the fore 
in mechanisation of the industry 
Of Nottingham’s industries the 


selves in 


largest, from the point of view of 
numbers employed, is textiles 
The percentage of goods pro- 
duced for export in this group is 
high, particularly in the lace 
section, of which about 75 per 
cent of the production is for the 
export markets 

In the engineering industry the 
main groups are hosiery and lace 


making machinery. In the vehicle 


group the largest employer of 
abour is the cycle industry, in 
which Raleigh is pre-eminent 


This new Austin factory is one of the many ventures which should 
assure employment for Midlands workers for many years to come 
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followed by motor repairers and 
railway locomotive sh 
The city is, of course, famous 
as a distributing centre for phar 
maceutical products. Tobacco is 
also high on the industrial list 
In Rugby work has begun on 
a transformer station for the 
British Electricity Authority on 
ground alongside the Corpora- 
uon s newest housing estate 
Another sign of full order 
books is the construction of a new 
pattern shop which is under way 
at one firm. There is virtually no 
unemployment 
So much overtime pay is 
being drawn in the Potteries 
that any tightening of money 
through increased living costs 
is scarcely noticeable. 
Overtime on a big scale results 
partly from the shortage of 5,000 
workers in Stoke-on-Trent’s 
pottery industry, in 
which Wedgwoods, Spode-Cope- 
lands, Mintons. Doultons and 
Paragon have orders representing 
more than two years’ work on 
their books 
With unemployment down to 
double figures Peterborough has 


p 
Ops 


booming 


never been so prosperous 
One firm, F. Perkins Ltd... is 
workin right and day turning 


out diese] engines by the score 
Another thriving concern is the 
Mitche Engineering Compahy 
which has just landed a £5 million 
contract for the 


‘ erection of a 
power station in 


Australia; its 
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sister company, Mitchell Con 
Struction, is al present engaged 
at the Peterborough Power Station 
which is being extended, also at 
a cost of £5 million 

The new industries which came 
to Northampton during the war 
years have become firmly estab 
lished and have attracted others 
Building has begun on two light 
industrial estates on corporation 
land at Kingsthorpe and Kings- 
heath, and nine factories are in 
use OD a4 private contractors 
estate and two more are building 

Mansfield continues to ride on 
a wave of prosperity never known 
before and while the people are 
spending, they are also saving 

Since television reached Mans 
field 1569 sets have been bought 

A gigantic new dairy opened a 
few weeks ago. Many industrial 
ists have plans for extending their 
factories 

The largest industria! develop 
ment on foot in Burton at the 
moment is the construction of a 
new generating station for the 
B.E.A. at Drakelowe. An em 
bankment. has been constructed 
to take a branch from the Burton 
to Leicester railway line to the 
site and in the park itself the 
preliminary work on the footings 
has begun 

Warwick has a population of 
15.000 and a thriving group of 
small industries, mainly associated 
with the car manufacturing indus 
try or with light engineering 


Big publicity plans to attract 
festival tourists 


IRMINGHAM City Council 

is to spend the product of 
a penny rate approximately 
£28,400 in connection with the 
Festival of Britain. There will 
be many special events to attract 
spending visitors to the Mid- 
lands 

Highlight of the local celebra 
Lon will be a week's Festival 
of British Music, starting on 

4) 


The travelline Festival of 


Britain Exhibition will De at 
Bineley Ha from 4{ugust 
4-26 There also be un 
Exhibition of English Tapestry 
Weavine tf frt Gallery 
f h en Birming 
ames / ‘ ‘ Miu eur 

” 5 a special 


ealing with 


1s industry 
Other events already arranged 
ude in amateur drama 
tiva iternat 1a football 
natch. a festival week of county 
cricket in July, a fest:val cycling 
“ y : new track to he 
p 1 in Salford Park, and many 
a ” and aquatic displays 
wi will mark the centenary of 
B gham's Ba Department 
P iment schemes to mark 
) vclude a new layout for 
\ » Square and Chamberlain 
Pla 


The City Council is not 
skimping publicity. Mr. F. W. 
Bradnock, City’s Public Rela- 
tions Officer, has been put in 
charge with nearly £9,000 to 


spend on leaflet, poster and 
Press advertising. Toon and 
Heath Ltd. are agents. 

As we can hardly hope jo 
compete with London's attrac- 
tions, we shall concentrate our 
publicity on a 20-30 mile radius 
of Birmingham,” he says Press 
advertising will start in April with, 
We hope, 6 incn double columns 
and will appear until the end of 
September A preliminary 
programme will shortly be avai! 
ble for overseas and for motor 
coach proprietors 
Organisations Lkely to run day 
trips into Birmingham and, of 


course, for Birmingham citizens 

This w.ll be followed by other 
eaflets giving more detailed 
nformation of events under such 
headings as drama sport 
exhibitions, and music 

One of the greatest industrial 
exhibitions n ine country 


20,000 square feet under canvas 
s to occupy the football 
ground at Darlaston Warwick 
will stage “A Century of Trade 
Stourbridge presents an hit torica 


' 
faasuri¢ ' 
eaturing ¢ glass 


exhibition tt 
craftsmanship which has nade 
the nan of e district famou 
throughout the world 

Kidder er. renowned home 
of carpets, will relive the develop 
ment of the carpe nak 
ndustry in a pageant appropr 
itely named The Loom of 
rime.” 


In addition, rural crafts will 
places at scores of 
agricultural exhibitions. 
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an Industrial and 
Agricultural Area 
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(A.B.C. Certificate) 
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RATE CARD ON APPLICATION 
Head Office: 
LOUGHBOROUGH 
Tel.: 2323 Telegrams: Echo 


Indispensable in 
their Area 
The 
Atherstone 


Hlerald 


(Est. 1877) 
3 Market Street, 
Atherstone, Warwickshire 
Phone: Ath, 3151 
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Tamworth 
Hlerald 


(Est. 1868) 
Head Office: 

14 Silver Street, 
Tamworth, Staflordshire 
Phone: Tam. 12 

London : 
J. T. Rebson & Son Lid, 
23 Fleet Street, E.CA, 
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SHREWSBURY NEWS 
NET SALES 54, i 82 WEEKLY (A.B.C.) 


London Representative : 
DAVID L. CLACKSON, 80, FLEET STREET, E.C.4. (ceNero! 2626) 


Basiness news and technical articles of vital 
interest to engineers ——_—_—every week in the 


MECHANICAL WORLD 


AND ENGINEERING RECORD 


MAKE SURE IT 18 ON YOUR TECHNICAL ADVERTISING 
SCHEDULE 


EMMOTT 6 COMPANY LIMITED. 21 BEDFORD STREET. LONDON Ww 
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The Burton-on-Trent ———= 
and district Weekly 
with real pulling power. 
To ensure full coverage in any 
advertising campaign embracing 
the busy Midlands you MUST 
include the 


BURTON 
CHRONICLE 


Ie goes into Brewing, Mining. 
Pottery, Agricultural and Resi- 
dential districts in five counties. 


Heod Office : 
Burton-on-Trent, Staffs NATIONAL AND 
o a Tel. 2220 PROVINCIAL 
“® London Office : PRESS 
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HOW TO WIN FESTIVAL YEAR MARKET 


(Continued from page 308) 


on the regional readership of 
general weeklies Three out of 
the four biggest show a fairly 
distinct fal! in the Midlands 


In general, one may sum up 
by saying that as far as the Press 
is concerned, the Midlands are 
well covered by the nationals and 
advertising carried, for example, 
by the five largest national morn- 
ings, would reach about three 
quarters of al! adults in the area 


Using the 
Local Press 


A smal! but significant increase, 
both in cover and in repetition 
would, of course, be gained by 
using the provincial mornings 
The important secondary effect 
of increased dealer enthusiasm 
brought about thereby must not 
be ignored. Similarly, the addi- 
tion of a selection from the 15 


papers. This, of course, does not 
take into account the frequency 
with which the posters and the 
Press advertisements would be 
seen, for this is naturally depen- 
dent upon the frequency of inser- 
tion in the Press 


Yer another medium which 
lends itself to a localised appeal 
is the cinema. There are some 
621 cinemas in the eight coun- 
ties but, of course, nox all of 
them are available for adver- 
tising purposes. Nevertheless, 
this total of 621 represents one 
cinema for every 10,677 per- 
sons This compares with 
10,239 for the country as a 
whole. 


Cinema-going habits vary a 
little from region to region and 
in Table V there is shown a com- 
parison between the Midlands 
and the whole of Great Britain 
It will be seen that in the Mid- 


TABLE V—CINEMA GOING HABITS 


Houstanves 


——s 


Women other | 


than | 
Housewives =| Men 


Midlands} G.B. |Midlands C.B 


Once « week or more | @ a | 6 3 i6 Ps 
Less often than once a week 5O 4a a 36 41 40 
Never | 22 20 | 10 | 11 23 22 
' + 
Total 100 100 100 | 100 | 100 100 
a | } 


evening papers published in the 
area could lead to a valuable in- 
crease in cover and repetition 


Local weeklies, which, for cer- 
tain purposes, have a value out 
of proportion to their cover are 
well represented in the eight 
counties, There are 138 of these 

The advantage of breaking 
down a large region into market- 
ing areas is apparent when the 
time comes to consider the poster 
is an advertising medium It 
will, no doubt, be recalled that 
The Size and Nature of the Poster 
Audience,* in dealing with the 
cover afforded by a poster cam 
paign, drew attention to the im 
portance of the audience which 
is drawn from the area surround- 
ing the towns in the survey. In 
fact the examp chosen was 


Leicester and it was found that 
approximately 19°S per cent of 
the people living in an area of 
radius ten miles around Leicester, 
could be expected to see posters 
displayed in the town 
Poster cover w of course 
vary according to the der 
the campaign, but it w uld seem 
kely that the addition of posters 
to a campaign in th national 
rnings mig b “xpected to 
Dring imto. the idvertiser’s net 
about half of we adults who 
not reached by the morning 
*Th ¢ and Nature ' the Poster 
Audie Mark ! mation Services 
Led 949 


lands slightly more people never 
go to the cinema 


In this review of the Midlands 
some attempt has been made to 
look at the area from the adver- 
tising point of view In the 
Midlands there are plenty of 
people with rather more than the 
usual amount of money to spend 
and the media at the disposal »f 
the advertiser are thoroughly 
adequate to the task of inform 
ing and persuading them 


Guide to the 
West Midlands 
* Goldfields ’ 


The Black ¢ 
shire, the tenth 
let issued by tl 
Wolverha 
valuable 
in the rich ‘g 


Midlands.” 


Facts and figures are tabulated 


antry and Shro; 
narket data book 
Express and Star 
since 1935, is a 
for prospectors 


ldfields’ of the West 


by towns—fi each of which 
Express ind Star sales are 
analysed \ r useful service 
is the listing of local government 
»fficia 

he YOO s attractively 
llust rated 1d well produced 
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have now been appo 
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monthly. Copies and rates 


SUDAN 
SUDAN STAR. The week 
end edition is now on sale 
in Aden each Sunday 
livery is by air transport 
Particulars on request 
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space facilities Fu 


Pte 26 


itish advertisers an 
increase their trade with 
Denmark should investigate the 
possibilities of ExstrasLaper 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 
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LOVELL 
RUPERT CURTIS 


are using 


to sell 
“HANDY- ANDY” 


hand drying machines 

Hygiene motters to the food 
industry. Other users buy these 
machines because they cut out 
laundry bills and stop pilferage of 
towels but it is the story of 
hygiene told to an intelligent aud 
ience FOOD MANUFACTURE 
which bring: mn the worthwhile 
inquiries from the big users 


FOOD MANUFACTURE 


17 Stretford Place, London, W.! 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 
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\ MONTHLY journal 
covermg Production 


Hetining . Storage: Distri 


n PETROLEUM 


read by techno'ogiets 


throughout the work 
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PETROLEUM 
= is another 


- publication of the 7 


TECHNICAL GROUP 
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PAINT MANUPACTURE 

SORLD CROPS--ATOMICS 
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All published at 
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F Just As lt Happened. by Su Newma to uk 7 d " aon 
Flower (Camells 16s less t quart I ‘ os ‘ 
The book ra uu ed ie | 
This book ts sheer enterta afte ed I R ! > hd 
ent 4 book of persona have been kles g. f } % i 
: eminiscences of writing men and a Very gh pric nuscrip a “Ai . ‘ 
sublishing affairs during c Ww ch I had r } ‘ h Z| , 
ng. first as a magazine dito portance had } . 
then as book publisher and He tells “ m ‘ ' 
% proprictor of Cassell & Co. Ltd proprietorship Cas ’ op “t 
us just the kind of book which he 1927 I rchased Cassells fr 
es = | bimself would + welcomed Lo und Lord Kemsley 
J eagerly any day (1! pS Vand Mr. Gom -" 
For it |) 4 sale l ose had been chai 
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f fe d the Cass periodicals io c- 
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. tt er ciscly w I wanted J 
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J ——— as ot a es Was waning é 
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' 7.H he x ivertising l expansion of the ae 
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| HAVE been hearing some- ments. One task w 
thing of the aims and objects *'" , 


{ 

of the proposed advertising |,,.,- 
group within the Society of Geors Young 
Industrial Ku fires B d 
Artists, tron i) 2 t war | ‘ 
George = f ‘ j 
Plante, who Of Y. & R 1G B 
is creativ ! I ! Ke 
lirector, and t sa ito 
i director, of » eS By 
Young and P Nowad < 
Rubican ’ { " 
Purpose is self RB \ 
tT protect } raw G 
the advert ? K ‘ 

Lu artist § SY, # I It h 
interests and i ! 
raise his “Pf j W 

tatus to ADVERTISER S WEPEKI 
which are Georee Plante Chr stn N t I ( 
not ilways AsS K rious 

lt that they should be f an agency staff; and 

Gseorge 18 ANXIOUS NOT to Bive photographs nd capt 

impress on that he is in a Juke B n At Home 

ve a knight errant As cha 

in of the working commuittec * * * 
¢ 18 concerned with the probl NOW IMMERSED in med 
of which members of the S.LA searcl { which |} nc 
ire eligible to belong to tl it E, Walter G 1 
group--and how mar t 2 eal dP G. ¢ “ 
will Membership will probably obta d a vigorous tra 

“ restricted to art director h und B How 
urtists, and layout men in agencie Pp I Derrick 

and firms advertising depart igen he wen n 194¢ 


ADVERTISING MANAGER’S CORNER 


Lucky Star 


The little symbol that picks out the Advertising 
Manager's Corner has been a lucky star for more 
than one harassed executive this year. It gives 
quite a lot of people the idea of bringing us their 
display worries. And you'll find it’s a good star 
for you to be guided by if you want to shine in your 
particular line of business. It's a star that can put 
paid to your display problems tn a twinkling as 


you might say. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET. LONDON, W.! 
Tel REG 3295-4 
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ries and broadcast on three radic 
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i Pressu 

work, understandably, con 

led him to relinquish this pos 
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THE GOLDEN days of advertis 


ng in Australia, when one agency 
had 18 full pages in one issue of 
Melbourne Sun Pictorial, first 
ind most successful tabloid daily 
" xeen recalled to me b 

’ I Cu n idvertis 
i of Murra Valley 

Te f Melbourne. It used 
said " ¢ Melbourne H ld 
wast dont back of Myer 


Myers w uld regularly take as 


Australian 


idvertising as Les Leyshon and 


Griffin Shave. has just completed 
four ontns yusINe*s-cum 
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(thoug not gathers. to 

unfa our lack > of 
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ther d of scale he once 
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neans of a £250 radio appro 
sriation 

Cushen great! idmires th 
quality of our poster work 
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»+.not only did he kiss 
my secretary, but he 
added three-and-sixpence 
to his expense account 
for the mistletoe.” 
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a | the BBE Ww ha " ad , 
j yroadcast ten f the Midlands 
: | and North Regions 
4 } He is » the London public 
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f oT alads af & ta a hd + Pals ala 
: FESTIVAL YEAR PROSPECTS | 
(Continued from page 289) e.,.e . 
a 7 ~ 
y event do not give a plans are afoot to take full adva ¢ s 
sufficiently complete picture tage of it aa 
4 Because of the paper problem The most notable devek c — 
s Spate of new periodicals was eferred k in oul cw > > $ 
saat ot jem (Peiticals was “efeted 1 our Weekly Journal 
‘ POSSIDICc nhoweve Na some gt as seen the possib “a 
existing surnals nay b { esent latent the 
. 7 
ca salised if rder to make Servic sudience at home and = 
miner vain forne mene ocrentmiwn met | beVOted to Go 
even t Keep successful journals worme I ‘ ost of w . 
going ‘ e¢ im . ible ag 
vnen Duying ha S are cine . . 
Outdoor Advertising prapeesith gua Doggone heggel Golf Ilustrated—the oldest weekly Golf 
= a ; forming them than by showing | Magazine in the world—carries the finest reports 
. . 1dvertising hims which afe al t 
e Festiy al Y ear same ne of such educationa written by experts in the game, as well as the 
, to merit x hibitio . ! 
VW ill Be +b tri gt anal — best pictures of every important Golfing event, 
crvice CAMPS and Gepots 
Cl il . Evidence of a new attitude o whether at home or abroad. Its high editorial 
« nee y - ¢ part of — the ewspape i 
| — 1all€ nge ear Saale toemeemenie  Mihete standard has made it the world’s most in- 
IN HE OUTDOOR advertising supp fon thee 6 Sean ape 
. eA : oe ee upplied by the fact that during fluential Golf journal. 
ndustry nex year Is Deing the past year or so quite a large 
looked f ~ urd to with ho xed umber have been using filmlet Any product which has a particular appeal to the Golfing y 
fee BS t Ss Festiva cal to advertise special features ~ 
| but it 1s also Challenge Year One by one the major enter fraternity must be advertised in Golf Illustrated. 
On August |, loca ithorities tainment circuits have made the 
aa [ the wish, strike wh screens available to advertise 
could i wa And w The crude adv 
ndustry whether would be tisin short with th b q 
x Ti ne i - 
ta would depend or ame plugecd every few second i 
e judgment of the Minister of att ington’ Meee fy 
Tow id ¢ Planning. the r sund 7 ead old 
final a The $ no appea To-day's f w ninut 
to an inde ” den 7 urt films and longer productions a 
4 outdoor 1dve sing Siles Imost i ariab oO stan 
existence before January 7. which hes done cane wih rene ADVERTISEMENT MANAGER: A. NELSON ALLEN, 
: . c as do i t ost 
194 ‘ be Abic chalienge dienc reac 
And these form the vast majority Onl ma . 8 Stratton Street, London, W.1! Telephone : Grosvenor 3592 
y one jor circuit remain 
{ the sites in the coun The to be wo Perhaps 1951 
i na AcCepl Or reject, as they will be 
see fit, the continuance of t is likely that the advertising ¥ 
advertising On such sites messag nm many more of the | 
If the decision goes agi longer films will be delivered w | 
contractor, he ma PE subtiety, as has been done 
M usually in films imtended fo 
“oe , : 
Thoug is nO USE specialised distribution-—by some 
that the attitude of a distu ponsors f | 
imDer ot ocal iu l sb " | 
towards outdoor advertising is which is 1 } 
unsympathetic (if not hostile) nform an | 
Om for hope with th | | 
Largely owing to the hard and duced incidentally, has much to 
en d work of the Outdoor be said for it, especially where 
Ad 2 r Advisory prestige rather than immediate | 
Committee ustrys Case selling is desired 
is has been and is being presented | 
to lo authorities and members Display | f 
f Town Planning Institute —— | : ‘ 
ind some goodwill is b built A Y ( { 
ok ok ake cian A Year O | 
were quick to realise that much E | . ee | 
f the pruladice agninet eundous ixhibitions e Yolkskrant | 
ivertising sprang from ignorance ait <. aan 
e aims and methods of the Natt RAL! Y, 19 ; s see 4 ar is delivered daily to 170000 well-to-do ,.larger | 
nyone Ise’s the libitior 
dustry ind they are doing aoe “ ~ ens ( be a a | family” homes, with their high family budgets | 
best to dispel such  gacioners and a concerned wit Gain sales from their confidence in their favourite 
Tt ‘po cy was approved by ms will be called upon family newspaper by using 
Minister when he met the + ome “st ad levelopment is 
rms who are not hpecaus t 
their activities are not considered e vo sxKram 
; . 7 ‘ al of British practi (The People’s Joursal) 
Commercial Films nclu » the official exh 
Ta ) bitions a taging miniature 4 N.Z Voorburgwal 345, Amsterdam-C. 
Ambitious Plans <y>iow of their own. Ma Tel. 64633 - 40739 42795 
4 Be tibetan a Cables) Volkskrant Amsterdam 
> Af ‘ . vs , yy rea se na « 
Are : oot Festival shows w ct a hig An independent readership survey can be 
STIVAL YEAR should be standard. which it will behove obtained free on request from 
eas Poneto nderendent nites ’ = on = 
] for cor cial films ae dent x ors 
efs are becoming in en ~~ ite Will Kitchen, Jr, 151 Fleet Street, London, 
aware ¢ ee Eg ag ong FO : E.C. 4. Teleph. CENTRAL 1960, 3133, 3754 
gained from this form of ne ritish Industries Fair 
ty, and some ambitious (Continued on page 317) L a 
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(HAT th , Pathe ba Horse Race Was 


Lu : ch l rrow lk ‘ : 

Fopis country in J The High Spot 
IHAL New York ciety 5 We Hear— ms. - d-fought race on om 
te 1 a r at ‘ cc , ca teeta 


° ‘ [HAT P. J. Halsey, general sales THAT 1 ry i gest nec Publica Lid.. propriet rf 
\ » ‘ 
IHAI Yarmouth pending ¥ A Ltd s just sgn 1s Ww ati fo ADVERTISERS WEEKLY ind o 
S wubiteh , 
ipproximately £4,200 on adve i fron is p East Air Lin ¢ United assuciated f ng co 
tising and publicity th yea ( j j R Stat itis OT gh, 200 fee cerns About 250 people had 
‘ . : , . . 
And b s { " ny ind ected 4 Oy c Z 
‘ . . led Sou Afric feet abov Hudson rive Mr. G. W. Lesl proposed a 
THAT their poster campaign o1 , : * * . * ; te _ — to t host, Mz 
i mn th nmerm governing 
British Railways is to be concen THAT tw , f lecture THAI “ment in the ; an Oo a 1g 
trated in the Midlands and ‘ ng Dail Va ) s Marl € vi i ae 
“e — . - j in < Ne > ' n his 
Wakes area this season ‘ , orough glov praised inable ri I 
nt ae . * 1 e 2.cee nan strated ‘ Men » if M P. R. Zimmerman 
Ss { Print nd G ! i nn ur » director plied 
direct replhicc 


IHAT tw rf . . , Mr. Les ilso expressed the 
Notting 


: ‘ . M x tHAT | ( & Belding titude of yody present to 
HAT Norw ne ' A . ' ‘ ¥ i da eam captained 5 Ernie t tte and uh 
LMM) for publicity ment year wig ge” Groombridge gain beaten , wh ds ib 
L280 will t pent on otflicia > wie e : Hult Pres d by Jack ganised +s successful party 
guides, £1 Press ad 8 1 . = on Blanche. And 


mg S50 Sor Cestiva: expense ' ‘ ' “Hay Fever” 


, . . THAT it has b d tha 
} +} ’ ’ ‘ sth, } 
[HAL HH. Berkeley Hollyer, THAT Flag l dor cf Th ‘ I otba Hay Feve 
quays publicist thee } ?. pag ptured w p ‘ issu { ca presented Db 


THIAT Harg-MeAlist Ltd ’ i tt ! 
1 cocktail party t ads fitty ! x Tl 7 ’ 4 7 be I E 
friends and. business acquaint- inn sign lat Burt se Greetings Caught Our Eye 
inces on Thursday last week on-Trent Museu yn Saturd Several agen s and advertise cations included n ature repro 
sent Chris " Ww ) ve] ductions of ie §«o/rish Times 
i] guise th 4 we the /Jrish Field 
Clifford M Ltd. dispatched x2 1d Times Pictorial 
kl ’ new “A wWOST Instead of ( 
es terity , t t Acc & Polloc 
GLOUCESTER flex tal strip folders sted 
STROUD A mo 41 Christ tior 4. & P. St 
HEREFORD iw } haps s punc , ; 
LYDNEY t tt wien W dy ; Rex 
CINDERFORD i ¢ pirat b Bandbo. i rofs col 
DURSLEY juid NAS I punctuated, with a first 
! { whisky 


nt these to fivin ADVERTISING 
saucers you will see this Chris DIARY 


N ednesday, January 5 
The Editor of ADVER- ; ~~ > PS ata 
TISER’S WEEKLY thanks all . Agricola 
readers who have conveyed Tharsday, January 4 
their good wishes this Christ- — oak st 
mas by sending cards, Saterday, January 6 ao 
calendars and diaries. He : = 
aid regrets that it is impossible eee os 
to thank them all mdivid- or Low 
R.H PENNEY ually. - ‘3 
. A selection of the calen- rf “ a 
" dars received will be ea 
reviewed by Brian Hilton in oe © a 
Mego TLL Lise “Print Review” in our issue woe 
PIII ZIV of January 11. Wednesday, Jasuury 16 
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FESTIVAL YEAR PROSPECTS 


ic inued from 31S) 

The Festival is going to bring extend knowledge of its app 
ma ext vi 5 B.LF, cation in the solution of sel 
" ids w Jesigned ‘o problems 

ppe argea f{ rie . ‘ 
P , s being con Public Relations 

ie j eve « 

I Fest giv Raw rf s il P 

nly | wetochow == Small Papers 
what t j j one can Will S]} 
expect new na s 1 ‘ larpen 
estad d ‘ s ry . 

An me of Pechnique 
Festiv at a grand tidy 
campa ‘ c ¢ LiKE ALI wher phases 
taken Fa es, shop fronts publicity public relations 


and the commercial scene directly affected by the 


gencraliy WwW De tr ved and situal 
refu >d iw 4 consequent On the one hand, the sma 
ement to the face of wwspaper: are maaing it 
ng that 1951 t oF 
r the artist aft f PR nN rta t 
und con Pp y er. impr las a 1s ence 
ough t co we ¢ On othe 1, as 
nor dern equipment rCCOM , and ! 
ind al produced ’ s os wa D 
" which is a pres Ww enef M s of ex 
d j h by import ot t ! Pres c ! 
5 printed i films and t 
spok N 1) will ass 1" i 
Research Bnew 
cuounanmaslasenids Highlig I I 


Commercial Radio 


they have set this year 


London Will ~ pubic: reiations week “culmin 
Welcome World tastings. the week wilt he 


Gatheri levelopments and PR 
vathering Sree elec pel a 

PROSPECTS ARE t 1951 will ‘8 hoped to have several leading 
be a f 1 ex g y f ' if seas int 
Br k r country at the time 


] ’ >. 
B.B.C. Inquiry 
I t ead is the Market rm ee ad 
Research Society, which has lelevision 
: d tt { I the ae te 
fw d throw Enigma 
( ! THESE WORDS are being writter 
i th 1 before the substar of the 
. eld in Bev ige ec § ep 
Ser " c k :] s s unlikely 
l } Ww | ec fir co i at or the A 
an i! or BBC.({..* s ! 
4 ind pinion Pp x ne w rT { 
fw { yutat Wha " verdict o 
i | « I televis ; dy PUK 
su iming wever, that t 
E.S.O.M.A.R I pea sfarus qu mainta 1B 
researg sat id A have a j 
N ned WwW i po in 1951 Rad Lux t 
4 f P Opin 1d ar “ 
R I BK Mark stations ig Em 
R S hosts the | d Sta i ’ 
Soc , \ring ount ‘ca 
’ Set to Since wa 0 ip 
with ¢ r ‘ ad ‘ t renewed 
h -arch 5Ss0x 1 Ww Radio Lux 
and de t v 1 rea € 
{ f th 4 finding ad 
j B : a ndeed in ( 
Torts will t ade t It seems saf predict tha 
sndard ‘duca the few ivert e as . 
and rovide this c ry which a c 
Th f week to ha dio w i in 
' n *T » 1951 1 
M wil 1 by 1950 
’ fi ind T! w hav 
| lecided The wor cut tt keep wu n 
a to train nex ple behalf of their clients the high 
“ be 1 standard of light entertainmen 


WESTERN GUARDIAN 
TOTNES TIMES 
MID-DEVON 
& NEWTON TIMES 


21,500 WEEKLY IN SOUTH & MID-DEVON 
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m8. Fit 
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T Sv. €¢ 
CEN 2715/4571 


Jan. To June 1950 
A.B.C. Figures 


Tele 
London Representative 


Tele 


CAMBRIDGESHIRE TIMES 


64,292 


TIMES BUILDINGS, MARCH 
2368 (2 lines) 


MR. W. H. WALMSLEY, 69, FLEET STREET 
Central 9353 


Copies 
Weekly 


Carries more Classified 
Smalls than any other 
Series of 
Weeklies in South Wales 


Weekly or 


Merthyr Express 


Pontypridd Observer 


SALES exceed 


64,000 


Weekly (certified). 


The Avutotype Co. 


— Still going up! — 
\.\. hits new high 
circulation record 
A.B.C. NET SALES Certificate for 

6 months ended 
30th June 1949 


3st December 1949 19,093 
1950 419.560 


rder has been over 
ncludes compl: 
copres and adver 


18,951 


30th Jur 


* The only independent ret ilers’ journal 


te The only 5-figure net sole journal 
Specimen Copy, Rate Card from 


NATIONAL NEWSAGENT 
107 Pleet Street - Londen aca 
CiTy 2604 (4 lines) 


pie 


COLOUR RETOUCHING 
by expert craftamen 


Ltd. Brownlow Rad 
"Phone: EALing 269! 


Telephone 


1 ” 
Ve of course 
i 


London, W.13 
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CURRENT ADVERTISING 


Air France To 
Walter George 


ACCOUNTS MOVING 
lo BE. Walter George Ltd: A 


lo John Haddon & Co. Ltd. 
London Assu f n J " 


ul is wi 
rts \ d Ma 
f ink dain 
cia igazin Th 
K am ! ha 
m1 i} t ! 

c ’ f H. D. Jackson ( 
Lid turers fc | 
Zip t ( npa ! < 
and tj nals i Sta 1g 
sh 
NEW ACCOUNTS 

) John Benington t ad: KK 
trad ig ¢ Lid., butchers in 
dr Campaign in ‘ trad 
Pr es 
NEW CAMPAIGNS 

hi Kleenoff lean 
natn Ss, Ww rs jou | and 
track P , ' 14 pug 
ind full pages) Agents: George 


Murray (Advertising) Lid 


PUBLICATIONS NEWS 
AND NOTES 
I n January |, tl COV ‘ 


Hardware Trade Journal w be 
printed on | vv i ’ ted 
irt pape 1} 
wi ' { 
week 

0 id f 

our 

\ triped 
terises the Punch Almanack [vo 
16- page | 
Pu l 

f ad Se 

rd s 
page rclud ! / 
d 

W } 


Hairdressers 


Journal 
“ ! f 


' 
a 


! } Scan 
lelevision News ! 


I NX 
tit 
SOA 
a ] 
’ < ‘ Ww 
«tended . 
{ ] 
Man { " 


Display Artists 
Silk Screen Printers 


PUBLICITY 
LIMITED 


149 WARDOUR STREET 
LONDON, Wi! 
GERRARD 8236 

OO ——————— 


ASSOCIATED 
ARTCRAFTS Ltd. 


PLENDER PLACE, CAMDEN TOWN, 4.W.! 
EtsSeon (4147 


EXHIBITION — 
STANDS — 


SILK SCREEN 
PROCESS PRINTING 


IN DAY-GLO COLOUR 


| GENERAL PRINTERS } 


your problem 
iS OUR BUSINESS! 


We have the plant, crafts 
men and enthu 
high-class g 
Why not a ove your 
print probie “ 

F. W. Weve & & ‘CO 

Trade Letterp 

ALBIOF 

THE RA v4) 

—_— 


MMUNAbEANANnetse = sseesunennen tHE 
ADVANCE 
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ri) Capyjees & 


[POSTER WVERTISING 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GEORGE HALLS 


of course! 


ee | 


“CHORLEY & LEYLAND 
LANCASHIRE 


Advertise the Weekly Newpaper chat 
culates ver BO i the homes in 


The 
CHORLEY GUARDIAN 


and 
LEYLAND ADVERTISER 


GENERAL PRINTERS & PUBLISHERS 
34 MARKET STREET. CHORLEY 
30/32 FLEET STREET, E.C 4 
CHORLEY 2705 LONDON CEN 1786 


I; PACKING =) 


‘EXPERT 
PACKING 
PAYS | 


Collation, Packing and Despatch | 


W far br pe 1 off 


for the ’ ’ 


Write or phone | 
&. CHRISTIAN & CO. LTD. | 
10a De Beauvoir Sq., London, N.! | 
4 


BOX BANDING MACHINES 


WIRE -BANDS LTO 
114 Lancefield Street, London, W.10 


‘ a4 


3 out of every 4 SITES 
in BOLTON belong to BLEAKLEY’S 
BLE A KLEY’S 

ominates 
BOLTON 
(Greenhaigh & Bleakley Ltd.) Trinity Se. 
Phone 755 


PROCESS SUPPLIES 


PLATE PROTECTOR 
SAFEGUARDS 
PROCESS BLOCKS 
TYPE FORMES Etc. 
AGAINST DAMAGE 
IN TRANSIT 
AND CORROSION 


FOR AWN 
INDEFINITE PERIOD 
Sumple to use and very economical! 


Smai! sample supplied on request 


THE S.D. SYNDICATE LTD 


4-6 EAR’. ST. FINSBURY, LONDON, E.C.2 


elephore elegrams 
BISHOPSGATE és.) -ECOP 
6811 6812 FINSQUARE 
7001 LU4DON 


PROCESS ENGRAVERS — 


SUN ENGRAVING Co. Ltd 


Specially equip deal with large 
Press Came signe thee sghout 
ENGRAVING 
ADSETTING 
STEREOS 
ELECTROS 


Phone: TEM 9251 


SCOTTISH STUDIOS AND 
ENGRAVERS LTO 
1% YDE TREET LASGOW 


LDIsPLA LAYSa s EXIIBITIONS) 


| For ( ISPLAYS, EXHIBITION STANDS, | 

aN f LETIN BOAR | 

| designe structed, instatied, by | 

expe nce organisation with «@ | 

ame high-class production | 

Consult | 
COOK'S DISPLAY PRODUCTIONS 
LIMITED PARK 865234 


DISPLAD LTD. | 
CASTLEFIELDS 
MANCHESTER I15 | 
BLACKFRIARS 0856 
STANDS AND DISPLAYS | 
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19% 


Supplies... 


[ COMMERCIAL ARTISTS } 


MODERN ARTS 


(corour terrensesicns) [ plocas apis SILK SCREEN 


"ADVERTISING NOVELTIES } 


‘ se 
Goodwill Gifts 
of ADVERTISING NOVELTIES 
for your business friends and 
potential customers 
SHENTON SERIES 
Offers a large range with per- 
sonal service Write for our 
Catalogue or ask our repre 

sentative to call 


GALE MELVILLE LIMITED 
67/73 MARLBOROUGH GROVE, OLD KENT 
ROAD, S.E.1. Tel. BER 4187 (2 lines) 


[ PHOTOGRAPHERS — ) 


ee ee ee 


(PHOTOGRAPHS) LTD 
Photographer 
and industria n COLOUR and 
BLACK AND WHITE (AIFT 9836 


PEEL POOLOOODL OEE 


’ 
5 
5 
5 
‘ 
‘ 
‘ 
5 
leading advertiser 2 
‘ 
‘ 
‘ 
‘ 
s 
‘ 
‘ 
‘ 


Pomeroy House, Gasingha!! St. London. — C ? 


CLPOOLPOLO LOLOL ELE PLO PPLE OPOOO OR 


(MATTACOL) 
DISPLAY PRINTS 
. a 

Z 


om postage stamp to 


_ 
——— 
f 


ROBERT P.HYMERS LTD 


nm singte « 


or Quantitves 


\ R. DIXON, 


BRASS BLOCKS & DIES 


Brass b blocking on 
card or plasticn. Bronze 


ocks for Foul 
cutters 
for cutouts. Cutter crush dies for 
sthowcards etc. Steel dies for metal 
NOB8BS & AYCKBOURN 
14 CLERKENWELL GREEN, EC) 
CGE 6474 Est. 38 years 


_ MECHANICAL DISPLAYS } 
VA rae: 


- SERVICE - 


POSTERS SHOWCARDS 
COUNTER DISPLAYS, ETC. 


MODERN ARTS 


120 Trevelyan Road, Tooting, $.W.17 


DAY-GLO LICENCE 


Why Not Use 
**“SCREENASCOPE"’? 
The finest continuous automatic 


STILL PICTURE PROJECTOR 
for 
Publicity and Commercial 
Advertising in Exhibitions, 
Shop Windows, Stores, etc 


CRANE AUTOMATIC CO. LTD. 
Hong Kong Works, Exhibition Grounds 
Wembley, Middlesex. WEMbiey 5997 


[TRANSLATIONS —} 


COSMOPOLITAN TRANSLATION 
SERVICE 


for all technical and commercial 
translations 


Perfect Service Prompt attent 


169 LYNTON ROAD RAYWERS LANE 
HARROW © MIDDLESEX « Tel. Byron 2747 


[ PHOTOGRAPHERS } 


morland 
BRAITHWAITE Ltd. 


A COUNTRY-WIDE PHOTOGRAPHIC 
SERVICE. Industrial 
Colour 
Architecture 
975 STRATFORD ROAD, BIRMINGHAM, 28 
Telephone No Springfield 2271 


PHOTOGRAPHIC 
PRINTS 
Any Quantity 


Write ¢ 


Any S ze— 
r Phone 


PHOTOWORK LTD. 


AND 
LILYWHITE LTD. 


73 Baker Street, London, W.! 
Tel. Welbeck 0938.9 


| FASHION 
ARTIST 


MARGARET JACKSON 
104 Stainburn Crescent 
Leeds, 7 


gf 
ee” multiple 
' display 
units... 


Agents : From any angle CAS display units 


are the tops. May we quote you for design 


CO-OPERATIVE ART SERVICE LTD 
ta Doughty Street, W.C./ Hot 1411 $707 


SPECIALIST SERVICE | 


N PERSPE ve 


RAWINGS A 

FFEREL T 
AGENCIES & 
FACTURER 


MLLUSTRAT 
TUDIOS. 


subjects vere: 
INTERIORS & FURNITURE PERIO[” 
OR MODERN, STILL LIFE, INDUS 


experienced Artist-Designer 
R. L. TUMELTY 
M SIA, ALBE 


DA. ( 
44 SPRING GARDENS, DIDSBURY 
MANCHESTER 20 Tel. DiDsbury 4613 


ua the name x 
Good SA iuace 


ARTISTS - DESIGNER BLOCK MAKERS 
. 


JOHN ST 


18-20 ST 


LONDON, EC! 


ADVERTISER'S WEEKLY 
Blackpool Bid For 
Festival Visitors 
Advertising agencies in 


America and i number of 


European coun es are to be 


ssioned by Blackpool to 
pa cue the resort and attract 
erscas visitors for the Festival 
K i 
in Europe the campaign will 
be directed mainly to the hard 
enc countries But there 
“ ilso be advertising in France 
Low Cou Norway and 
Swed 
* ¢ . 
Publicity Paid 
rrg_s 
Whitley Bay 
Press publicity given to Whitley 
Bay during the past year had been 
worth ov £500,000 the town 
Counc J). D. Kidd told the 
al Wk and Boarding Hous« 
Association He ad tribute tk 
ad given t the Newcast 
n finding stores which 
ed Whitley Bay's name 
t ighout the world 


Legal And 
Gazette 
CAMPBELL, GEORGE & CO. 
, MEETING OF CREDITORS 


Al & mecting of creditury 


 Campbe 
‘ . a ¢ Lod jaar 


am agents 


creditors totalling £16,157 %. tod 


i « ee ste tha « during the 
. durir 


ling was £4,008 I # 


quidation, and that an 
tid be made to the Cour 


NEW COMPANIES 9» 
Caulfield Advertising L44.. 79 Mary\: 
© Lane. W.i jomnal capital: £500 
D> 4 “A T. Cavwifeld and Mr 
Hf f 4 
Barringer & Mackmie Lid. 1° Cope 
Aver E.C2 Commercial ortists, dis 
£ sus Nominal cag an 
; to ( I Barriceer and N. W 
Mack 
(The above-mentioned paerticutars of 
new companies recently registered are 
taken from the Dally Regieter complied 
by éerdan end Gens, Lid Company 
Registration Agents, 116 Chancery Lane, 
Lenden, W.0.2.) 
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Caplin’s Mock ‘Take 
It From Here 


320 


Marconi Marine Form 
re eeeity Division 


Technical 


DeCEMBER 28, 


Scots’ Three-Phase 
ne 


1950 


A mock fake it from here The Chris siaff party of 
programme and a skit on the G.l The Marcon) Interna he seagoing staff as a radio Sommerville & Miln 1c Ltd., Glas 
Bride theme were the highligh Marine Communication Co officer Af en years at sea gow, was heid in ce phases 
of a party at the Caplin agency Chelmsford, a inc he for broken by a period as instructor First there was a pre nef COCK~ 
last Week mation of a tec al inf ation at Marc House, he Was ap tail party followed by dinner at 

The skit, written and produced and pub ! . , ga — and later as ro — ; ome — oe 
by Miss Rose Caplin was called ’ pon ef d g and sistant 1 ca nanager ) dancing at the & ila. Final phase 

A trolleybus named Shirley city in gencral and the pro which po } Julies included was 4n informal supper-dance at 
Stars were Miss Judy Caplin and duction and distrib 1 of the the produ n of technical litera Sommerville & Miulne’s direct 
Miss Shirley Pillow E company's tech i terature ire and sction manuals He nail premises at Abbotsford 
¥ rh a ‘ Pro Mr JE D : ip ited ed 2 iny's house Place iat = 
featured Bill (Wilfred Pickle ee eens B..one ~ a i dB 
- ‘ -? he / - M 4 w. M und Mi ts incey 4 Spe hous y Hypnotist 
ge issistant } rs m Peter Casson, the hypnotist, 
Dowse as roscoe ff any a pnachie will dea! wit Carols Followed held members of the Manchester 
. pu I udlicitly Association in wrap 
cl Hoo; w Lune heon ition «at their Christmas 

In the M tion Car followed ’ luncheon on Friday by answer- 
Robert ric Mr. Davie is bee n the ser Publicity Clu f Leeds Christ ing questions, ranging from 
Caplin ent vice of the Marconi Marine Com { at the Astoria ‘How can 1 put space buyers 
despot pa we 19 ¥ ‘ J 17 ck. Among under the spell for two or three 

weeks?” to the more serious 


c aspects of the value of hypno- 
tism in medicine. 
: ‘ ‘rew res 
“AD. WEEKLY” ON 
‘ yu . . 
purs bye 4 or MICROFILM 
; { par at ADVERTISen’s WEEKLY has entered into 
x 4 1 < Janua 6 an agreement with University Microfilms 
i higt 7 © make available to libraries and other 
a i Lor interesied parties issues of ihe publicauoca 
— r Art In Advertsing anauaily in mcrohim form 
p Saics Of aucrotiim copies are restricted 
P will Speak g the Decembe to me subscribing the regular edition 
hi f . ' “2 a ah a “p of ADVERTISER'S WEEKLY Copies are 
son . 5 : od nly distributed at the end of the 
for city ¢ »of A ke Mr. Hugh volume year 
einai ‘ . ‘ M fim is furnished on metal recis. 
five s (raw | pr ’ {f Gra 5 positive microfilm. sutably labelled 
. 4 Sc f Art d he t eved inquiries concerning purchase of the 
( , ra thy ¥ ' 5 fo rt in roa h mcrofiim showid be directed 
. ; , - . hiversity Microfilms, 313 N. Furst 
sve ua Sireet 


Aono Arh 


Michigan, | 


USE THIS UNIQUE NEW AID TO PERSONAL EFFICIENCY 
—It is a PROVED Saver of Time and Worry 


; , This entirely new Shaw WEEK-TO-VIEW DESK DIARY & Sim le But Remarkab! Effective 
oe MEMO BOOK is (1) an automatic secretary that will rid your P y 
mind of the bother of remembering appointments and countless There are 104 pages, size 84 in. by 5} in., in the Diary Section— 
; other matters throughout 1951; (2) = g= two for each week of the year—so that 
~ a Reference Book of essential facts, tm 19 o ron 20 o - t ey Ways open u } plete “ 
6 ns wis ay und. being spirex bound. fie al spel 
1 figures and lightning calculation | =f = 3 ~e * st gel . boul ~~ 
J - if ¢ y y a f c 
“ tables. : 3 et ome divided into six daily sections, each 
A You know how convenicnt it is __ = =e 20 = “ th day and date printed boldly 
when planning your gag r d s te : dige = ie oo s u 14 neg aR nents Vy 
laying ut you work e the ; : hours a 4 ilf-hours; als a : 2 
whole week's re lers be ou — 19 a b 7 a, > AM pic biank space for each days 
In the Shaw WEEK rO-VIEW DESK : - eS reminders and jottings. Thus 
f DIARY uur current week's 1 a F3 
always bet in —— 
2 - 
; y plete caler 
t! » the " t « ‘ D c t da . 
office an yen yen he ge : ;, Secure it for your Own Use and Benefit Before the Supply 
nk und fers { ith Notes f for 1951 is cohousted 
n th ‘ u W DESK en 
An Enquire-Within : : , ya cous m &% Gow While supelies 
! ’ york 2 ne are st ava 7 
of Daily-Needed Facts  eeetietetieetieetieetiedietetartetltaintd iit ttt tt 
, and Figures " FILL IN AND POST THIS COUPON Now 
a. toa the Enquire-Within section Shaw's Efficiency Devices, 180 Fleet Street. London, I 4 i 
ji : you get: Abbreviation, im fre |; opy/ies of the 1951 Shaw EEK-TO-VIEW DIARY 
} quest = ut important Dates; 4 ' . g tax and - and atch 
\ Income Tax and Sur-Tax Rates ! ANI R 
Statistics of U.K Popolation |! Please send m . os f the De Luxe genuine Rexine 
Ace and Man-Power Distribation 4 @ Tax and Postaec ‘ 0 Gespatch 
Time saving read) ceckooer, jo - P 
terest tables, and scores of other | n ' 
_ oveful facts and data 
} v ; . * ge e | Adires 
m DLARY Min ‘ | ‘ ‘ cmscives ore ¢ “ ™ good | 
< nf . rs ard quailty ering paper 
a hamdisomely gold-bioxcked » de . 8 For quantities write for special quotations AW/WTV 
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Decemper 28, 1950 


ASSISTANT 
FILMS 
OFFICER 


The Gas Council imvites 


applications for 


the appoint 


ment of Assistaat Films 
Officer Candidates must 
have full technical experi- 


ence of film production 
compe- 


ent to supervise production 


work and must be 
units and be capable of pro 
and 


ducing reatments 


shooting strips for docu 


nentary ind) =propaganda 
films Knowledge of the 
gas industry desirable but 
not essential, Commencing 


salary not less than £900 a 


year Applications, giving 
full particulars of qualifica 
tions and experience to be 


sent to The Secretary, 


THE GAS COUNCIL 
! Grosvenor Place 
London, S.W.! 


ams «Layout Artist re 
c s aacmy 
1s knowledge « 
1” t n arTics 
under i working con 
4 ‘ ) nt giving 
c iz i salar 
Box 9210 A “w t SM EC 4 
RETOUCHER \ scours in Lead 
ng r . Studio for a 
irs “A , w wide ar 
acner expericm Sala 4 Jing 
> a y Worite mm ane 
expericn and salary requa t 
Box 921! Ad. Weekly ia Fleet Ss EC4 


Versatile and enterprising 
visualiser general assistant 
required in busy publicity 
department of large London 
technical publishing house 
An interesting job for a 
resourceful and hard work- 
ing young man with sound 
typographical knowledge, 
who is prepared to tackle a 
wide variety of tasks. 
pensionable 
position. Full details of ex- 


Permanent, 


perience, salary required 
and date when free to 
Box 9243 


Advertiser's Weekly, 180 Fleet S¢., E.C.4 


i el 
ADVERTISEMENT REPRESENTA 
Ive e . n Own 


man 


9 Ad. Weekly 180 Ficet St EC4 


"Phone 


RATES: APPOINTMENTS VACA! 
Ms. 


Bos 
insertions, S%, on 13, 10% om 26, 154, ow 582. 


msertions MUST BE PREPAID. 


4 
r 


6 CLASSIFIED ADVERTISEMENTS 


AD advertisements 


for 
Address “ a a Se oe 


| Leados, ECA. ‘Powe: Chancery 


im APPOINTMENTS VACANT APPOINTMENTS WANTED 


MAKE-LP are Cory aa re 
} =) r ‘in BCA 
c xd willingness 
« ’ Sala moor 
<r day week. bam 
4 know cdec t the 
samy 
Boa FILES A Weekly 180 Ff oe & | 
SPECIALIST ba, BLICITY COMPANY 
] . for w sict : 
logues Ane 2 Knowledge of 
a yout ms and ky cue 
Good OL for advancement 
~ cuperc amd 


¢ capable 
Write in cor 
age, experience and 


require 

Box 9212 Ad. Weekly 180 Fleet St BC4 
LETTERING ARTIST with 
nee imerest ns Mo 


c specimens STUDIO LMS. 
1, Dean Street, W.1 


> Capable of 

awing spare parts and components 
for handbooks and instruction sheets 
r Must 


mts and sections 


c > enced in the work 
Write fully, including #@¢, experience 
wired 

Werkly 180 Pieet St BOS 


BRITISH OVERSEAS 
AIRWAYS CORPORATION 


has a vacancy in its Advertis 
ing Branch for a PRODUC 

| TION ASSISTANT with «a 
good knowledge of production 
and printing methods, Experi 
ence of work is desir 
able and candidates must have 
been used to working with 
extreme accuracy and careful 
attention to detail The com 
mencing salary for the post 
| | will be not less than £8 Ss 
} | per week Candidates (who 
should be about the age of 25) 
should submit applications giv 
ing brief details of their quali 


tabular 


fications and experience to 
Personne Office Airways 
Terminal, Buckingham Palace 

S.W.1, not later than 


x 


January 8, 1951 


SILK SCREEN OPERATOR wanted 
preferably used to screening on glass, 
but sot cssential Permanent work 


wages and prospects Reply to 


” 
z 
a 


UP Lid., Kingsbury Works, Kings 
bury Road, Hendon, N.W 
EXPERIENCED FOREMAN ~ Working 
anage ed Billposting Com. 
pery. Southern England Write stating 
auc xperience, sala requeed t 
Box 9242 Ad. Weekly 180 Fleet St BC“ 
ADV ERTISING REPRESENTATIVE 


r ate 


Box 9238 A 


ng Journa 
Fleet St BC 4 


COLOUR PHOTOGRAPHY THCH 
NEICTAN Experience im yperating 
sepmirat wk, and printing Dy« 
Transf nd Carbro.) Over two years 
experience c r London studi 
Bor 9244 Ad Weekly 180 Fieet St BC4 

AGENCY PRows 4 oN ‘ mn + 
LER, 
tion. Print Buying epatacting a 
accounts, requires position as assistant 
to Advertising Manager or overworked 


Accoums Executive 


Box 9203 Ad. Weekly 180 Fleet St BC4 


Cla 5 st fie ds 


your 


DISPLAY and gencral artic eight 
years caperience secks acon with 
| soope as |6worked on many De 
| exhib %, internationa 


Picase write 
Box 9245 Ad 

DISPLAY DESIGN 
~~ rey c 

etperenc 


and 
change Over 20 
First class visuals as 


sired 
Weekly 180 Pleet St BC4 
ARTIST in the New Year 
Weekly 180 Pleet St BC4 
TYPESTS. Private Secre 
ek if you are in urgent 
ymtact Embassy Bureau. 
Whitcomb Street, W.C.2 
$924) © specialine in 


9240 Ad 
LETTERING 
Box 9241 A 


LETTERING 


ysition 
Box 9250 Ad. Weekly 180 Pleet St BC 4 
opee A my ATE (nd class Hons 
2 years in agency market 
jon rc move © contact 
account cxecutive post where greater 
scope for creative ability 
Box 9247 Ad. Weekly 180 


ARTIST (female) requires 


Piet St BC4 


Representing Figure and Children's 
IMustration Artists 


Phone or write 


THE TUDOR ART AGENCY 
HOL. 6841 | FURNIVAL STREET, £.C.4 


COMMERCIAL ARTIST, experienced in 
boot and shoc drawing, mechanica) 
iiustration and lettering. secks good 
connections. Prompt service guaranteed 
Box 9716 Ad. Weekly 180 Fleet S& BC4 


BUSINESS OPPORTUNITIES 


SHOW CARDS, CUT-OUTS, 

Book Jackets. Advertsing Folders 

a.. by photoditho o ter 
(own photo-titho process plant 

CARILLON PRESS LTD. 

Cotout Primer 

Telephone: Boscombe 36855 


Fine 


London Office: 79 Davies St. W.1 
Phone GRO 67 

SCRIBBLE we od Dica m one of 
your cllerneadir — y “od Ww uw 
. ays, showcerds and 
i by mechanised 
block s Rich 
Decor Advertising 

st l 17 
TECHNICAL PERIODICAL Profes 
sonal Instiiute invites apr ations from 
adve agents orepared to set 
nonthiy Journal. Par 

and ser 


cu ’ of . - to 
Boa 9248 Ad. Weekly 180 Ficet St BC4 


LADIES GENTLEMEN 


PRINTING 
AGENT 


Established London, W 


seeks 


young partner wit 
capital enough to keep him 
self, or herself, for six months 


Knowledge of print selling and 
buying essential! 


Box 9 249 
Advertiser's Weekly, 100 Fleet &., £.C4 


ADVERTISER'S WEEKLY 


BUSINESS OPPORTUNITIES 


OPPORTUNITY 


for Advertioggs or thelr agents Ww en 
list the ser 7% “~ top-ranking edver- 
using tcam |" moderate fees National 
and t& design 


chaice: Shemes, layout 


and finished artwork 


Box 9865 
Advertiser's Weekly, 180 Fleet St., E.C.4 


RATE CARDS 
PLEASE 


Will Advertisement 
all 
publications kindly 
arrange to send rate 


Managers of 


cards and specimen 
copies to our New 
Office in 

rhe 


Branch 
Sheflield 
dress is: 


ad- 


RIPLEY PPESTON 


(SHEFTIELD) LTD 
9 YORK STREET, SHEFFIELD, | 


& co. 


OF INTEREST TO HOLSE 
mS AND OS NC 


PULURCHAS 
NANTS 


cheaper 


often at tar 

norma Building Society 

method Preeemt morgage may be 
transferred this economical Eadow 
mem Pia Wr t particulary tk 
us in CONFIDE NCE giving age, occu 
pat jetails of property and of exist 
ing ’ f any) SCALES WHITE A 
ADAMS LTD. Life. Howse Purchase 
& Pension Specialivts Londog House 
New “ion Street I ; ite 


ines 


ES AND WA 


ADDRESSING 


Unt for sale for 

envelopes ~ Other repetities work 

th machine for making stencils 

FP. ). Edwards Lid 159 Euston Road 
NW. 


TO PUBLISHERS 


Are you seeking « Printer who has 
recently instalied the undermentuoned 
modern machinery to 
estabdl shed mor 


produce an 
hiy, or weekly 


2 Modern Automatic Double Demy 
letterpress machines by Linotype 
Mac? t Several smaller 
Auton Cylinders Addiuonal 
Monotype keyboards and casters 
Double Royal and smaller folding 
machines 
if this is 


Oo we invite your enquiries 
Telephone Leytonstone | 1aaib 
(Minimum composition 
runs orelerred.) 


G. F. TOMKIN LTD. 
5081/5 Grove Green Rd., Ley 


Maximum 


SILK SCREEN PRINTING 
SHOWCARDS 
POSTERS (any sine) 
OISPLA 


ys 
GLASS SIGNS 
olse Handwritten Showceres and Signs 


GOODLAND Wales fe 


to CHA 


S844 (Ex 23) 


\s ey ol via 
4 ‘ ' 7 rhea io a Sas: 
gi.) ee e D ite 5 P 7 a i - - ; b ‘ 
Fe fii po a 
; Pca per ime, APPOINTMENTS — PC : 
P per inch. A other clantiic pas Se. 6d. per line a 
i Dixy t : mam three tines. Each tine its of average of ae 
a4 mber counts as one line & te be paid for : 
Office Serie. “Wiecouets: 21% oc 7 
Po 
| SHORTHA 
Bow 9246 Ad. Weekly 180 Plect St bc 4 aries, Che ‘ 
ARTIST. London Swudic offers a sound a a 
> rea vec poraaty uh salary ae ace mee : 
inet a - = " frst + Sg CW Hlteha 
- He should hav . em 
ro studio experienc se ‘ 
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ADVERTISER'S WEEKLY Taurspay Decemper 28 


Advertiser's 
Seam, A “Weekly 2 


A 
NEWSPAPER 45/- (overseas) 


STOP PRESS 


PRESENTATIONS TO 
H. N. HEYWOOD 


Presentations to H. N. Hey- 
wood, recentiy retired chief 
Lendon editor Kemsiey News- 
papers (35 years with the com- 
pany, 15 years member of 
| Heard) made at hKemsley 
| House, London. Viscount Kems- 
ley presemied silver tray en- 
graved directors’ signatures. 
Messages of good wishes re- 
ceived from provincial direc- 
tors. Diamond ear-rings for 
Mrs. Heywood presented by 
Board. k. W. Cheadle handed 
Mr. Heywood antique silver tea 
and coffee set presented London 
and Manchester staffs. 


RALPH ST. HILL DIES 

Death in Kenya reported 
Ralph St. Hill, original member 
H. K. McCann Agency, started 
America 1911. In 1928 he 
founded London office, now 
known MecCann-Erickson, A 
New Zealander, St. Hill re- 
turned America after outbreak 
1939 war. 


HAROLD FISH ELECTED TO 
COURT OF COMMON 
COUNCIL 


Harold Fish, of the “Daily 
Telegraph,” director, Fleet 
Street Column Club, has been 
elected a representative of the 
Farringdon Ward Without on 
the Court of Common Council, 
City of London. 


Dorland Advertising appointed 
to handle Lily shoes, manufac- 
tured by Lilley & Skinner 
—— (Wholesale) Lid. Campaign 
1951 in class women's maga- 
zines. 


13 specialised publications which have . & wee 


. . handle all advertising Butlin’s. 
established a high reputation through- G. S. Ogg, director, now in 
charge — —. suc- 

ceeding Vernon Jenkins. 

out the World for the authoritative ani 

“Eastern Daily sey et 
- price to be increased from 

nature of their contents and their oy ty My 3 

from id. to ijd. was in 1918 


valuezas advertising media 


Published by 


TOTHILL PRESS LIMITED 
TOTHILL STREET + WESTMINSTER - LONDON ~- S&.W.I 


33, 


Published by the Proprietors, BUSINESS PUBLICATIONS Led.. at their office at 180, Fleer Street. London EC4. (Phone Chancery 8844.) 
mber 28, 1950. Printed in England by Staples Press Limited at their Great Titchfield Street, » eetableshment. 
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uN PRINCIPAL CONTENTS 
SUPPLEMENT No. 2 Contributed by well-known American and 
1950 British advertising and selling experts 


THE RIGHT APPROACH 


Introduction to the dollar market 


il 

How to find out about the consumer 13 

Sales openings in rurai areas 12 

How to test your product's chances 26 
inswers to exporters’ queries 32 

Hints on customs procedure 66 

How to obtain export credits 68 

IDV ERTISING & SELLING 

Preface to advertising in the U.S.A. 14 

How to run a publicity campaign 16 
Getting distributors to push sales 38 

Group campaigns can pay dividends 45 

How to profit from trade shows 19 
Making your advertising dollar pay 51 

THREE CASE HISTORIES 

How an un-American car was sold $7 
Extending sales of Irish linen 62 
Winning goodwill for a commodity 63 


Supplement to Advertiser's Weekly 
THE ORGAN OF BRITISH ADVERTISING 
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ADVERTISER'S WEEKLY~— American Market Decemper 28, 1950 


i¢ 


Th Vagal’ 
( ‘ 


NT} 


\merica 
the British Isles export over $4,000,000 annu 
lly. Dominating thisgreat market ANTIOUEFS 


ng business 


are the lovers 
and America, and 


power to gratily t 


Reasons why antiques and art dealers in Britain should use this specialized magazine: 


e American dealers and collectors nov st large sun British itiques and will buy more. 


s apply to recognized agencies 


. ) } 4 4 t 


The Magazine ANTIQUES completely dominates the American market for both 
British and American antiques — monthly circulation 30,000. Subscription: $6.50 per 
year, 65c per copy. Postage to Britain $1.00 extra. 


Address all inquiries and requests for sample copies to: 
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imerican Market 


ADVERTISER'S WEEKLY 


Enter the doorway to 


| amerttan BAaz™@g= 
retail 
ACCCPtAMGE S| \\\ 


% Retailing = u 


e 4 ————— 


of fabrics, 1) 4 A @& Baily News Record 


women’s and children’s wear 
men’s and boys’ apparel, 


domestics and home furnisnimgs. 


Take the direct route to sales in the Umitea eens 
States — The Fairchild Publications: 2 Rg oe 


WOMEN'S WEAR DAILY — The Retailer's Daily Newseaper 
covering women’s and children’s apparel, 
accessories, fabrics and related industries. 


NEWS RECORD — The Daily Business Newspaper 
of the textile, domestics, men’s and boys’ wear industries. 


k NG DAILY — The Home Furnishings Newspaper covering 


| major classifications of home furnishings. 


AR NEWS — The Industry's Only Weekly Newspaper covering men's, women’s 
hildren’s footwear and related industries 


WEAR — The Retailer's Magazine covering men’s fashions 
handising and promotion trends 


j , Teal 


RADE DIRECTORIES —including Fairchild’s British Export Directory 
he United States and Canada 


For 60 years the leading business publications in this $31 billion market of the United States. 


ertising may be paid in sterling at current dollar rate of exchange LONDON OFFICE: 
16 Berkeley St., London, W. 1. England 
FAIRCHILD PUBLICATIONS 
7 East 12th Street, New York 3,N.Y.U.S A PARIS BUREAU: 


39 Rue Cambon, Paris, France 


IVAN F, LUCKIN 


ADVERTISEMENT DIRECTOR FOR GREAT BRITAIN 
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ADVERTISER'S WEEKLY 


DORLAND ADVERTISING LI MITED 
Incorpurated Practitioners n Advertising 


DORLAND HOUSI B-20 REGENT STREFI!I LONDON, SW 
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very 
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Some people just aren't very 
good customers for anything! 


Some are good, better or best customers, 
depending the best, naturally, are people 
most able to buy what you have to sell 


In and around New York the best customers for 


= - ak everything (and especially your export) are a 
Yr a rs | specific group. They have high incomes 66°; 
< are $5,000 and over most of them are in 


managerial, professional or related activities 


They own substantial homes — 84°; of these homes 
are valued at $10,000 or more. And 68°) of these 
best customers own cars. In the suburtis, car 


ownership runs 1,050 cars per 1,000 families! 


They're excellent hosts 72°) to 93°, (depending 


on income) serve alcoholic beverages. In short 


they're people who are successful in business and the 


business of living people not only willing, but 


able and eager to buy what vou have to sell! 


And they can be readily reached through the 
New York Herald Tribune the newspaper used by 
most British exporters who want to talk to the 


best 


customers in America’s best market used for the 


same reason that Amer can exporters use the European 


Edition of the Herald Tribune to influence key 


~~ - people. On etther continent, the Herald Tribune is the 


| paper read by people who control business decisions ' 


New York 


Herald Tribune 


2 WEST 418T STREET NEW YORK 
i 21 RUE DE BERRI, PARIS RE, FRAN« 


ik 
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American 


' Cau Wasumer 


ON, D. C. 


Decemnmer 28. 1950 


and you've started to sell the United States 


British advertisers find many advantages im starting 
their American advertising campaigns in The Washinge- 


ton Post. 


First, there is the importance of representation befor 
the officials of the 


tically every person in high office in Washington, D. ¢ 


American government and prac 


is a regular reader of The Washington Post 


Second, Washington is in itself a chotee market. The 
ety and suburbs now have a combined population of 
almost 1,500,000. Nearly half the employed population 
works for the government. Stability of employment 
combines with above “average salaries to vive W ashing 
tonians an unusually high buying power, perhaps the 


highest in the entire United States 


7 hird, 


America By law, civil service positions are 


Washington represents 4 cross-section of 
apport 
tioned according to state quotas. Accordingly, each of 
the 48 states is well represented among Washington - 
235.140) vovernment workers in fact. each of the 3.0600 
counties in the United States is represented among then 
This cross-section of Yankees, Southerners, people from 
the Middle West. the Pacific Coast. Americans of all 
variety of local tastes and customs, affords the adver 
tiser a unique opportunity to test the appeal of hi- 
advertising and of his preduct with all kinds of 


Americans, 


Fourth, ideas born in) Washington diffuse swifth 
through the nation. Sinee Washingtonians came from 


Wash 


Amer te a's 


evervwhere, their letters and visits home take 


ington ideas to every corner of the land 


perhaps the world’s largest press and radio corps ts 


located in the American capital. This, too, serves as 


a means of quick dissemination of ideas 


Finally, Washington is a Mecea for sight-seeing tour- 
ists and visiting business men alike. Literally million 
of ordinary citizens come to Washington during their 
vacations, to see the historic sights of the capital, They 
take home with them a host of new ideas Phousands 
of business men come to the capital on matters of bust- 
ness with the government They, too. are exposed to 
new ideas in Washington and a survey of visiting busi- 
ness men showed that 93 of them read The Washing- 


ton Post while in the city. 


Best of all, this important newspaper has a vers 
economical rate only We per agate line. only $117! 
per page! Start your American advertising at low cost 
and with the maximum effeet. bw starting uo in The 


Washington Post 


WASHINGTON POST 


Board 


\ 1 me Mlevet ( harman of the 
(, \ I ré stele nt ind I ublisher 
\ abate 
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Between these two cities—New York, city of skyscrapers, and San Franc isco, with its Golden Gate bridge—lie 3178 miles, 


and 150,000,000 people. More than half of all of them over age 10—men, women and children read LIFE within 15 weeks. 


More people buy and read LIFE 
than any other magazine! 


New study shows how LIFE—America’'s favorite magazine— 
reaches over half of all Americans within 13 issues 


Here is new information for British businessmen interested 


in the American market 


it has long been known that LIFE’s circulation of over 


5.200 (WMMbevery week while the large st by far of any may 
azine carrving advertising—was but a small proportion of 
the total readership of LIFE 

Copies are passed from neighbor to neighbor Millions 


read them in the homes of friends. Moreover, it was known 


that the number of LIFE readers accumulates from week 
to ek 


wa widely accepted research study shows the actual 
size of LIFE’s accumulated readership. LIFE reaches 
28.950,000 Americans in an arerage week. And within 13 
wer s. counting regularand occasional readers, LIFE reaches 
4 il of 62,600,000 different people—over 53% of the 


| population 


swreover. LIFE readers are well above average in stand- 
a f living. For example _ LIFE reaches nearly ; , of those 


middle and upper social-economic ZroUps, 
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Here’s what prominent businessmen 


Oe: ©S hye yop 


World renowned publisher of the sto Louis Moe ate President of the Gillette Safety Razor Co., J. I’. Spang, Jr. 
Joseph Pulitzer, is well aware of LIFE's impact. Mr ilitver saves. ‘Ta Boston, Friday morning means LIFE just as Satur 
bias this ter sar LIFE continues to speak the universal la | wg means beans. Both are important events ina New 
Kiage of pictures asst has never been spoken before [Its unpact Englanders weel We recognize the important service this 


on the Middle West is always great, often tremendous nagazine performs for br 


siness and manufacturin niterests 


President of Crosley Motors, l’owe! Crosley. dr, President of the Kroger Company's 2410) food stores, Jose pl 
that have apopre LIFE about our es é vance B. Hall, sav. LIPE’s advertising impact creates sales. Our 


we Letapact 


rif wivertis LIFE tree-in inereased our retail sale 
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Procter & Gamble’s president, Neil H. MeBlroy, 


ehorti 


portant part in stimulating and sharpening 


ng 


ivs In its 
2 of the ideas and events of our times, LIFE plays at 


coprrimtiet 


President of the American President Line, (reorge Killion, 


nterests and all the people of San Fran 


ancisco one of America’s great ports 


il for LIFE’s faithful reporting of es 


eet of commerce ia! and Passenger sl! prs te Ips to make 


The busi 


oy shrouded bee 
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Display Director of Filene’s, famous department store in Bos 


ton, Lee Court, saves: "We watch every issue of LIFE for pro 


motion opportunities The reason is plain tt associates what 
howing with the most interesting and exciting 


zine there is—LIFE' 


ing 
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4merican Mark 


Decemper 28 


No other magazine has such a grip 


on American readers 


** o see life: to see the world: to evewitness yvreat 
T. vents: to watch the faces of the poor and the 
yestures of the proud 


to see strange things — machines, armies, multi 


tudes, shadows in the jungle and on the moon 


to see man’s work—his paintings, towers and 
discoveries; to see things thoussads of miles away 
things hidden behind walls and rooms, things danger 
ous to come to; the women that men love. and many 
children 

to see and take pleasure in seem. to see and 
he amazed; to see and be tistructed 

° . ° 

For 14 years, LIFE’s pages have reflected this edi 


torial philosophy 


And today, Americans find those pages more in 


teresting and informative than ever before 


Week after week, LIFE’s responsibility is to bring 
its readers the news of the world they live in to 
portray the news graphically, truthfully, and under- 


stundably 


LIFE’s editorial stat? of editors, writers, photog 
raphers and reporters includes 122 people. Plus an 
exclusive world-wide News Bureau in 11 countries 
Plus a far-flung corps of special assignment corres- 


pondents 


Phis effort has produced a new kind of journalism 
. picture-and-word reporting which makes news 


happenings more real and intimate than ever before 


Because of these things, LIFE holds a unique posi 
tion in American journalism. A position which adds 


unequalled prestige to your advertising pages 


MORE INTERESTING TO MORE PEOPLE 


Office: 4, Dean Street, W. |. GERrard 6335 
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™ Who does THIS advertising 
in the USA? hers hing tae GUINNESS 


with bolster 2's 


HOW WOMEN OVER 35 
CAN LOOK YOUNGER! 


beak Matemere: steat betragemn Merwe 


Pe etree Restemeteoe 


HELENA RUBINSTEIN : 


can-brewed Cru 
New Y« Boston { Detrout 

ps'olurbuneg 6 
y's Newent ideas And Pur 
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National Industy oe 
a ”~ Birmingham Mey § 
Agent ws Landon and t 7 
Tee begins est Values Ever tor US a 
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VIYELLA : 


All these advertising campaig 
; = . nson & Mather, the British advertising agency recently opened in New 
: [<== = E This agency | v1 
“ >= = -—= 


id idvertising history by 
several major Americar 


ave been produced by Hewitt, Ogilvy 


wquiring 
cluding The Chase National Bank and 
the Sun Onl Company va itn rit mposing list of British chents 
The agencs 4 car . . ilready running at th 


ihe rate of four 


© Americans in the fest Americas 


¢ agency's London Vice-President 


I Windsor House Kingsway 
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HOW TO DO MORE BUSINESS IN THE U.S.A. 


The New York Times 7 


si 
] | | | 
ational Tr: Supplement 
nternational Trade Sup} | 
. ‘ ‘ ‘ * 7 
\\ Canes ay, Jahual \ wo. Y 
The New York Times annual International Trade Supplement offers you ar unmatched vehicle for 
telling and selling a vital American trade and consumer audience 
Drawing upon the world-wide resources of The New York Times editorial staff —largest of any pul) 
lication —this section will be relied-upon reading by business men. financial, government and 
military leaders, trade otheials, advertising executives and department store buyers. 
It will be read not only in New York reatest and most profit abel varket in the world —but also 
in more than 6,000 cities and towns throughout all the United states 
Plan now for your advertising im this ir portant section al America yst listinguished news * 


paper.” Our London ofhee will be happy to give you any additional intormat sou may wish, and 


to show you a copy of last January's International Trade Supplement 


Why not call or write them today ? 


Che New Jork Cimes | 


FOR 3) CONSECUTIVE YEARS FIRST IN ADVERTISING IN THE WORLD'S FIRST MARKET 
CIRCULATION OVER 500 000 WEEKDAYS, OVER 1,100,000 SUNDAYS 


Represented in Great Britain and Ireland 

4 

by Joshua B. Powers, Ltd... 14, Coekspur Street, London, SW 1 
li lephone " hitehall- $305 6 be 
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dmerican Market ADVERTISER'S WEEKLY 


No 


Supplement 


[7 Ul iM amxet 
Selling to U.S.A. calls for common 
sense, experience and psychology 


By Roger Falk, 


rector Genera! British Export Trade Research O; ganimsatior 


possible not to be jus! 


chap “the consumer”. There are with cheap, highly competitive ber of people who advance the 


a shade intimidated by the others who tell you that distri goods is futile and presump theory that it’s all nonsense any 

Subject of this introductory bution methods are the all tuous. We call, a trifle irreverent way and that for the British to 
article which 1s written for the important items-—-get them mght ly, these latter the “Scotch imagine that they will ever sell : 
second ADVERTISERS WEEKLY and, magically, trade will eventu whisky, textiles and pottery im any imecreasing quantity to ; 


Special Supplement entitled’“The ate. There are the packaging brigade”. There are some who the U.S.A. is a forlorn, un 
American Market”. I use the enthusiasts; there are those who — say that if only we would pay _ realistic hope. There are (and 
word intimidated because, inthe claim that the British will be more attention to prompt de here | approach thin ice) those 
main, | think itistruetosay that wise only to stick to. their livery-admittedly a serious who say that market research 
the size, the complexity, the traditionally successful “quality matter—we 
character — yes, even the reputa lines” and that to look for new 


would secure far and advertising either each of 


more trade both are essential techniques 
tion of the American market, successes and seek mass markets There are a considerable num 
are such that a somewhat for- 


bidding aura surrounds what is, 


without which you are doomed 
to failure 


If | have learnt anything at all 
in recent months, since | have 


in effect, a problem no easier yet 


no more difficult of solution 


* been in charge of B.E.T.R.O., 
than any other selling problem about selling to America, it 1s 
in any other corner of the TAKE HEED of the specialist, for no manufacturer that you cannot isolate any one 
world knows all the answers of selling to the U.S.A. The of these items. The use of market 
_— E my activities this manufacturer worth his salt should never wish to stop research, proper distribution, 
+ year have brought me, both adding to his fund of knowledge. prompt delivery and kept prom 
physically and mentally, much ‘ With these words Mr. Roger Falk, Director-General ises, due attention to the con 
closer to the U.S.A. I have of Betro, commends what he calls “‘this significant sumer (including advertising, 
pondered much upon this almost Supplement to Abverriser’s Wereary” exhibitions and trade fairs), : 
defeatist attitude that I have ; ; ; quality, appearance, price all : 
tended to find whenever the THIS is the second Supplement of its kind to be these add up to an efficient : 
“American Market” has been published this year by ADVERTISER S Weekry. The first, selling operation in a country 
issued last March, was hailed by readers on both sides ' 
an item on a British agenda of the Atlantic as 2 astable contribution to the Mterature which, after all, need not terrify | 
And yet, wandering during May on dollar sales. Another was planned for early Autumn, because of its apparent sophisti | 
and early June, through New but publication was unavoidably set back many months cation and vastness. The wise : 
York State and New England, by the prolonged printing industry dispute. For the delay exporter is he who sees these : 
stopping in small towns, talking we express regret to advertisers and contributors. things in their proper proportion | 
to average retailers and average ' and who makes sure that each 
consumers, | have been struck SUCH a vast market calls indeed for more than one of them commands due attention 
“a 8 ‘ Supplement. In the following pages, therefore, another 
with the fact that, in the end, the ree 7 , . N this connection I must 
galaxy of specialists contribute a further, complementary 
buying habits of western peoples series of **know-how”’ articles. pay a tribute to the four 
are not sd-ctiapines oe The topics range from market research to exhibitions, splendid booklets recently put 
hensions often make them out to from publicity techniques to manufacturer-dealer re- out by the Dollar Exports 
be lations, from packaging to distribution. But throughout, Board, under the general head- 
If | have one criticism to make the burden of the argument is the same. Here is a market ing of “Dollar Sales”. Here the 
of the mass of literature that well worth cultivating. Once tapped, the returns are error | have referred to has not 
is now available—literature that large. But hit or miss selling methods will not succeed been made; no one specific is 
is often invaluable from many with a nation of critical, demanding consumers. Ex porters offered for the creating of 
points of view—to all who would must plan and prepare. Knowledge is sales. “Dollar Sales”; throughout the 
sell to the North Americans, it IN the international sphere, much has happened since booklets 1s the recurrent theme, 
is me ‘red in a carping spirit the first *‘American Market"’ Supplement was published. simply and effectively expressed, 
| wou!’ suggest, however, that There are wars and rumours of wars. But the need to sell that there is no room for general- 
one needs to beware of those to the U.S.A. is still as great. The future of British isation in these matters and that 
who p'ice an over-emphasis on business is the future of Britain. 


each and every potential dollar 
earner must take all the forces 
into consideration before de- 
ciding upon his line of action 
As a first study of the American 


their vecial theory 


The. are the people who tell * 
you t concern yourself purely 
and s« ely with that considerable 
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ADVERTISER'S WEEKLY fmerican Ma 


market 1 
DF .B. booklet 
With that pornt I hope 


omime! 


ufficrently made | must, in fair 
to a Supplement of which 

the introduction, dwell 
specthcally upon two aspects of 
clling to the American Market 
As this issue is sponsored by 
Apvertisem S Weekty and ad 
ertising 1s, after all, a potent 
iy of reaching the consumer 
I must not underrate the great 
mportance of the consumer in 


thoulations 


The U.S. consumer is 

all-important 

While | do not subseribe to the 
lea that the consumer has 
necessarily the last word (a 
fascinating study could be made 
of the way, all over the world 
consumer tastes have sometimes 
been adroitly tashioned and not 
sSlavishly fed), it is true that in 
the USA the 
all-important \ 


consumer 1s 
distinguished 
American marketing expert has 
said We may talk as long as 
se please about manutacturers 
holesalers and retailers, but 
in the last analysis, the con 
umer is kine The decision of 
the consumer makes and un 
makes the manufacturers, job 


W noever 


wins the contidence of the con 


bers and retailers 
umer, wins the day, and who 
ever loses it, is lost 

Even if what he says to 
Pnglish ears a shade colourful 
it iw true vreal a mist 


Acep the 


Is the consumer in the LSA 
sparlt’ Yes 


In a country where expense is no 


on the whole he is 
omect, where none vw the still 
surviving post-war merchan 
dising trustratior that bed 
I urope, exist where people 
kubly high 
Le ATS 
tends to becorn 
manding, parts 
son, And good 
Nost 
i Visit to thre 
aul otte 
ive-it se 
th those over ther 
into Marshall bre 
Chicago vo 
out w 


howe 


sell, the pont 
made’ 

It is thus absolutely essent 
by whatever method your re 
searches tell vou you should 
dus bute in the American mar 
ket, to keep in closest touch with 
the consumer. C ompetitior 
herce ~tlesmen 
retail Outlets are h a rm im earlier 


In this issue you will read t 


irst tome | have 

specialists discussing ther f ‘ 

ticular subject Take hee 

them, lor manufacturer 
ill the American man 

turer himself know 

worth hes salt, all the an 

Hie should never wish to 

That first “look see” 

is essential 


they may deal with subyects tar Without pri 


adding to his tund of knowledge 


Read also the case histories 


removed from the one in which 
you are interested, but in every 
case they will add to, not sub 
tract from, what vou ought t 
know. Whatever the proc 

they are all “consumed 

| approach a little timidly sorthwh 
second aspect. It is yes, you — this surve 
have guessed already the part basic fact 
that market research car 

this business of selling to th 
U.S.A. Here I have a pretty good 
xe to grind but T wall not pre 
sume on the Editor’s kind 


ind confidence in me by ove 


sharpening it. In any case, | have 


been too recently brought 
the market research held not t 

its traltie is well a 

as part of the t 


export 


Ook Turther ir 


ri nt 
ppo 


us contrit 


Sup} 


omniscien iDant 


courdegir 


i representa 


ito the probler 


woul 
nventoal 
yur ’ 


yement 


t the g 


ot selling the S.A 


Ss, when 
compound 

of experience 
psychology. S iff 
mxious as one 
moment about 


F rd uncer 
world and unce 


fence cxf 
IpPor 


venerally 


1 done 
common ser 


above a 


to say tha 


ce it 
may 


the 


{ rn 
develoy 


know 


itmosp} ere 


Finding out how to sel!l—an 


American interviewer at work 
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. For the advice) tells h should be th 
s inder next step * 
*, ‘ f He may even decide to a 
narkel nothing at all the case o - 
’ trl negative report. But that stey 
a 1 hear A % taaecn wil ‘ irance a ‘af 
all our FC f 
i Md confidence if he at least ha 
pa ' tur f the market on } ' : 
picture Oo « iract o n 
‘3 
ees, Htis rw rite r i (nine 
ve 3 
a the past. 1 have en comp 
& , 1 
aeiap } ‘ j 5 
i ind difhic tie or “oy “ c th ve ! nti P 
. asses the palpable West i 
of the task yood bor all that not ear 
7 ire reudoomed and pretend that it Vor ; 
3 ilities are mussed OC zz: this 
oe ‘ " 
e) little but itisso very Significant Emm, to hx 
g this first “look see es | GN 1S 11! 0g 
< vhich will present the ip which a 
rs to 1 he thes a sags 
z irketing attempts and ieee et 
5 be at this ‘ 
: ik " from MH state of the uf, 
‘ 
‘La CSC ‘ ow BLTRO tics EE 1111) As CVC VO : 
§ are it present engaged upor ug de yxenditures in the ~~ 
7 making surveys. All of these West lustral Zi — 
ot Surveys are NCAPENsi ve the ment is. «uc i 
iv cope of each is different. They well that it is in an eng 
nique Of HZ sciiing, too will be proved essential, and they of freely flown and recipro g 
: ofte | fear, my staff raise a COVE electr motors, ¢ cated trade that the West car ae 
4 ‘ ‘=e 
metaphor il evebrow vfer cleanel runae extractors best hope to erstand mutua an 
us fanen r | COMES TAING the heretical lirector-we ra on hoe } pre 1 nroblen { ndeed, s \ 
i alway n the front of vour mind a 
y , 
‘ 
i 
oS ey 
Ks eh 
= ' 03 
_ 4 “ss 
i PC ee 
CC : 
aa ee 
4 ~ 
: os . : ; 
te ‘ « 4 
“ tix - 1 ir —_* 
; ar 2 H $ 
‘3 { 1h \ « 
= | 
Z 2 14} en" u - 
: \ le) Py ps 
7 - i “ a 
% fp ° es, rf } iy 5 
ak * ’ » — ‘ i oe f nae ? 
St sf = . AS Oe 
i os d . * aed c ea; 
: J hse : i 
ma: eae . a Pia ine 
gl — ee - } > 
a + . _ : 
-s f — ¥ ‘ - 4 ay ; 
q - ¥ ~ _—- 
7 m2 ae = -~, — —_ — ” 7 i aa - 
= a : - : ‘a  .. 4 
é : — nw ne “i << 
iz 2 a am a me 
ay git = ~ = a 
J thing, Mlllitver “choosy” yo a REST “— ba : 
a . ae pantie ms . q 
* nay be, vou w tind someth #- ‘ze 
= ind be made to buy 1 it vo ; eee: 
a 4 a 
ph want tna bre British sto q ae 
: 
7 u 
wa mer 
. ‘a 
- ans — ~ 
ie { P f > + } Php ale 
ans >.  - A Vine ee ee To ~ ro > ae ee Ie i a) Ee gy 3. n«- . tia * . i 


‘ previous articie 


Market 


sas drawn to the 


I American 


new ¢ vy which exists in 
he US this mid-century 
yea I great market now 
sists of what the sociologist 
te ddie majority . par 
C he may gment of 
tr « prised of ue 
c « cs 
S ¢ publication of that 
artic here has been compiled 
the re tol a study of a nation 
ot Waue earner 
ering ther buying 
expect s for ter tems of 
radic goods This 


eport the Wage Larner Forun 
tes (hat wage earner tan 
es ott LS. are at this time 


the expenditure of 


dollars for these 
pa furable goods,’ with 
exp S ! ile expend 
¢ inother te billion 
ert 
| ection of the report 
ou y sechiol of auc 
earne es, there were indi 
cate ul planned pt 


What—and how—to find out about 
the people with money to spend 


chasing, either at once or later, 


of 2,400,000 mechanical refriger 


ators, almost as many electric 
washing machines nearly 
+.000,000 home freezers nd 
*_000 0000) mechanical dish 


washers These tamulies are 


to-day the major owning group 
t television sets, and they plan 
the purchase of 6,000,000 more 
Three and 


one-third million 


cars are on their list of purchases, 
nearly 2,000,000 electric toasters 
and other items in proportion 

These families have the dis 
cretionary spending power, the 
loose money to Duy those 
things which appeal to them 
They have no prejudice against 


buying British or English goods 


is such but such products 
cannot Fe sold on a “genesis 
basis The people in the US 
do not buy watches because 


they come from New England or 
because they come from the 
Mid-West, but they may have a 
very detinite 


Walthan 


I lgin watches 


preference for 


satches as against 


While they have no prejudice 


Getting a consumer's views on 


anew product 


fmwrican M 


Research 


evdent Amerca 


ADVERTISER'S WEEKLY 


By Everett R. Smith, 


fadden Publcat 


Marketing A st 


At moderate cost in time and money the 


against British products, they 
have not vet beer old on the 
superior desirability or value orf 
quality of any specitic British 
brand in any product field. How 
then, can this be developed’ 
When a new product is 
ntroduced by a new manutac 
turer in the US... the public 
does not rush and buy it because 
his name happens to be Jones 
or Smith or England. That new 
manutacturer must compete 
and compete successfully, with 
manufacturers already well 
established in the tield whose 
products are well known and 
widely bought That manufac 
ture! must use the means 
necessary to acquaint the buy 
ing public with the value and 
desirability of his particular 
make if 


available to then 


product, and easily 

For each product or type of 
product the market 
may be different. [t may be a 


potential 


different segment of the Amer 
can public, or even of the wage 
earner public 

Who, then, ss the consumer 
to whom vour sales effort s to 
7 directed; how numerous 1s 


he or she: where does he live 


what are hes general buying 
habits; what product he noa 
nv: what woot that he would 
have or use’ 
In relation to your produc 


what qual fies or character ses 
ese present or potential cus 
ers’ It may be that vour 


oduct ms of use only within a 


ertain age group, it may be a 
product for children only Is 
the acceptance or use of your 


product affected by the occu 
pation of the family head’ Use 
1f your product may well te 


iffected by where these people 


ve This refers not only to 
veographn distribution and 
special or peculiar habits of 
different sections of the country 


British exporter 


market 


can assess his 


The British manufacturer 
need not be overwhelmed by 
the size of the U.S. market. 
Even the American manu- 
facturer, says Everett R. 
Smith, starts on a small scale, 
and then builds and expand:. 


But the first approach to 
the market must be right. It 
is not enough to know how 
many potential customers 
there are. One must under- 
stand their attitude, interests, 
environment. 


To secure these facts for 
‘operation marketing’’ need 
not cost a fortune. If soundly 
and carefully planned, re- 
search can be done at moder- 
at> cost. But the exporter 
himself must scrutinise and 
control the research opera- 
tion. The author suggests how 
this can be done. 


it may equally well reter to the 
type of newhbourhood or area 
of the city or the country in 
which they live 

One illustration of differences 
of attitudes im different social 
strata «s well illustrated im the 
result of a recent survey of 
1dvertising effectiveness m one 
of the major American maga 
ines, which 1s read primarily in 
wage carner families 

Certain of the large space 
idvertisements had no interest 
or appeal 
readers of this magazine The 


whatever tw the 


(Continued on pace Sf) 
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ADVERTISER'S WEEKLY fin 


Advertising, Svengali-like, tells 


rican Market 4 


Americans what to want — and buy 


lf you have a ‘plus’ product to sell, stress 


Seeing it advertised 
is believing you 
want it 


The ways in which the New 
World spends its money are 
out of harmony with the 
traditions and assumptions 
of the Old, says Mr. Walter 
Maas. What the American 
wants to buy is often a shock- 
ing surprise. Thanks to the 
mesmerising power of adver- 
tising, what he wants is what 
is advertised. 

* 

In other words, seeing it 
advertised is believing you 
want it. So vast sums are 
paid for advertising. But the 
advertising pays. 

. 

What is more, the advertis- 
ing is advertised—to the dis- 
tributor and dealer. The latter 
can moke or break a product. 
Therefore the manufacturer's 
first task is to‘‘sel/ theseller.”’ 
He must plan his sales stra- 
tegy to ensure maximum tie- 
up at point of sale. If this is 
done successfully, the retailer 
will do a splendid job. 


NCE a 
man has 
the American market ts 
Wall Street 
ind the Cun 


British 


discovered that 


business 


not bounded by 
Madison 


ard Pier, a wide and glittering 


Avenue 


prospect opens before him. He 
discovers a continent, a vast 
and affluent people, a network 
of rich markets and a paradox 
From the vantage-point of an 
advertising 


international man 


the paragox of the American 
market ts that its wealth is spent 
in ways wholly out of harmony 
with the traditions and assump- 
tions of the Old World 

Because everyone in America 
has money and spends it treely 
on the good things of lite 
because there are just as many 
television antennae sprouting on 
the roots of modest cottages as 
on sparkling new mansions 
one can hardly blame the latter 
day British explorer tor suppos 
America iS a single 
t 


ing that 
big bundle of eagerness to 
‘ 


luxury goods 

Outside any large tactory are 
parked thousands of shining 
automobiles, the possessions of 
unskilled workers as well as 
their foremen and bosses Yet 


it would be sobering for our 


explorer to learn that more than 
one-third of all motor-cars are 
owned by tamily-units whose 
liquid assets are less than $200 
(£71 at present exchange rates) 
two-room 


Smoky 


porch pro 


Outside 
shack in the 
Mountains, on a 


many a 
Gireat 
only bv tar 


tected paper and 


beaverboard, stands a glowing 
white-porcelain electric refriger 
ator such as has not vet been in 
stalled in the kitchens of many 


of England's statelest homes 


Here Is purchasing-power 


applied according to a standard 
of values which somet 


to put first 


mes Secs 


things last The 


it for all it 


American public can buy what 


it wants but what it wants ts 


often a shocking surprise 


Millions of Americans who 
own motor-cars and their own 
well-furnished homes, and 


whose sons and daughters attend 
i university, have never pos 
British 
products which they could easily 
afford Many wealthy 


Americans 


sessed any of the tine 


fairly 
have no. particular 


desire for those high-quality 
British-made amenities and per 
sonal articles which would add 
to their 


Preparing for a 


comfort and pleasure 
holiday, they 
hesita- 


will reject without any 


tion the very idea of “splurging 


fifty bucks on a beautiful 
example of British gentus in 
luggage-making (‘any old bag 
will do’) But they will 


readily invest” the $50 in a 
portable radio to entertain them 
during the few times when thev 
ire on the beach bevond earshot 


of their me radi 


tor-car 
What British visitors 
learn 
Yes, 


often as a surprise, although less 


what they want comes 


astonishing to the thorough 
American advertising 
want is, by and 


reader of 
For what they 
what 
fact that automobiles 


large iS advertised The 
retriger 
ators and radios are among the 
most strenuously advertised pro- 
ducts in America ts but a contir 
Surely 
one of the important discoveries 


mation of this assertion 


made by the British seeker after 
dollars 1s the well-nigh mesmer- 
idvertising The 
version of the old 
believing,” 
can be revised to read: “Seeing 


hb, 


sing power ot 
American 
adage, “Seeing 1s 
it advertised is believing vou 
want it 

British 


lite willing 


The newly arrived 


businessman while Q 


By Walter S. Maas, 


is worth 


Decemper 28, 1950 


If not. keep out 


to believe that advertising con 
tributes to while 
prepared to ~ 
it,” may often secretly wonder if 


sales and 
20 in for a spot of 


its role is not exaggerated by 
special pleaders whose job is 
to sell it. Only after he has 
“been around” does he perceive 
its full stature, its enormity, in 
relation to selling 


A genuine pride in 


possession 
For advertising ts the Svengali 
of the American consumer 


guiding his (or, as is more often 
true, her) shopping-actions with 
a seemingly hypnotic mastery 
Unlike the cobra, which immo 
bilises its victims, it animates 
its willing and happy subjects 
A glow ot 

radiates 


into buying-action 
zenuine pleasure 
through the American who has 
just acquired a new product 
which, as he proudly emphasises, 
is nationally advertised” 
Indeed, advertising plays so 
compelling a part in the affairs 
of American business that many 
large manufacturing companies 
spend tar more on it than they 
distribute to their stockholders 
in dividends and this with the 
full approval of their 
holders. The ability to inspire 
and direct a company’s adver 
tsing programme is one ol 
the highest-rated talents which 
the head of an American bus 
ness can possess. In many fields 
advertising occupies more of the 
tume and attention of the con 
pany president than any othe 
phase of his 
frequently heard explanation 
“A great showma! 
he has the advertising touch 


STOCK 


business, and 


suceess IS 


To-day, this does not nece 
sarily mean that he is a blat 
exhibitionist. For as Amer 
advertising has 
complex, it has 


grown 
grown 
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Rather than exploit- 
personality, his skill 
t nore likely to lie in 
is backers on spend- 
sums for advertising 
ability to select the 
tive radio or television 


SI ! the most persuasive 

g “angle” or theme 
I rn is no longer that of 
H Ford—or, for that 

f Sir Thomas Lipton 
I juct and the “reasons 
why buy wt” are given life, 
a i prestige by American 
advertising to-day, while the 


ar ho 


makes it tends to 
self in the background 


Advertising is dear—but 


it pays 

If far more concerned with 
dignity, prestige and good taste, 
American advertising is also 
far more expensive. Although 
it costs little more to reach a 
thousand prospects than before 


the war, the total number of 
prospects to be reached ts 
much greater than ever before 
families 


Literally millions of 


have “up-classed’, as it 
space- 
rates and time-rates have risen 
in proportion to imecreases in 
and audience A 
single colour-page in the most 
popular American national 
magazine costs $23,765, (£8 450 
at present exchange rates). A 
national night-time radio net- 
work show $18,000 to 
$38,000 (£6,490 to £13,690), de- 
nending on the talent employed, 
half-hour broadcast 
Nevertheless, thousands of 
manufacturers in America not 
only easily pay for their adver 


been 


were, and advertising 


circulation 


costs 


for one 


tising, but make advertising 
pay 

As a matter of fact, five 
thousand million dollars were 
spent on advertising in the 
United States last year, or $3.50 
for every $100 of sales of conse 
mer goods and services. No less 


THE “GIMMICK” 


than 1,500 companies spent 
$100,000 (£35 790) or more on 
national this 
figure does not include the many 
market is 
certain 
they 
Nor 


encompass 


advertising, and 


advertisers whose 
limited to a 
region where 
substantially does 
figure the 
advertising paid for by 
offering for local sale the brands 
which the had 
previously advertised nationally 

Such is the 
American advertising which 
confronts the British exporter 
Formidable as it is, he must not 
jump to the conclusion that it 
Quite 
successes have been made here 
by British products with modest 
budgets, the 
stvling was right and the pro 
per procedures 
in marketing and 
Comparisons, of 
Sut i 
uncalled for to 


city of 
advertised 

this 
retail 


stores 
manutacturer 


substance of 


is forbidding striking 


advertising when 


were followed 
advertising 
course, are 
not be 
that 
vastly 


odious, may 
point out 
these procedures differ 

between Britain and America, 
particularly on two salients the 
promotion at the point of sale 
to the consumer, and the rela 
tionship between 
advertising agency 


chent and 


It pays to enthuse 
the dealer 
In America, 

is advertised 


the advertising 

Because the 
American distributor or retailer 
knows the power of advertising, 
he expects the seller to come to 
him from the with 
an advertising plan fully deve 
loped to apply at the retail as 
well as the national level In 
short, the amount and kind of 
advertising to te done ts con 


very outset 


sidered by the retail-buyer as a 


selling-point of the merchan 


dise and a condition of the 
purchase He does not ask, 
‘Will you advertise? He 


assumes you will, and asks you 
point-blank, with the appraising 


MUST BE GOOD 


“What is the gimmick?” asks the American distributor or 
retailer of the manufacturer who wants him to handle his 
product. “How much advertising will you give this product?” 


mmick means the scheme of merchandising and advertis- 
ine. and more particularly the special theme or sales-offer 


o 
“4 


se advanced to the public to impel their purchase. 


, succeed, a manufacturer must win the full support of 


distributor or retailer. 


a 


His “gimmick” must be good. 


judgment of the expert, which 


he is: “How much advertising 
will you give this product? 
What is the gimmick?” (A 


delightful American word mean- 
ing the scheme of merchandising 
and advertising, and more par- 
the special theme or 
sales-offer to be advanced to 
the public to impel then 
purchase.) Hence it ts profit 
able to adver 
the 
will 


ticularly 


advertise 
the 


your 
dealer from 
beginning, and 
find that many 


tising to 
very you 
successful com- 
trade 
press, summing up the “millions 
of reader-impressions” to be 


panies do so in the 


made through consumer adver 
Using campaigns 

If this seems an 
complication 


unnecessary 
the British 
exporter must remember that the 


distributor and retailer wield 
vast powers in America, and 
“make or break” products by 
according them more or less 
window -space, Co-operative sup 
port at the selling counter, 
prominent shelf-position and 
other special emphasis The 


pleasant side of the picture is 
that when the retailer sets out 
to “make” a product, after 
being satisfied that it will be 
wanted when the maker adver 
sufficiently, he 
splendid job 


does a 
On the whole, I 
that his ability 
to produce results for the maker 
exceeds that of the British 
distributor, for the American 
retailer plays a more important 
role in the cycle of marketing 
than is usual in the ULK. 

In a territory as large as the 
United States, the manufac 
turer's personal contacts with 
the various grades of the whole- 


tises it 


am convinced 


sale and retail sales set-up are 
relatively rare Numerous 
American manufacturers selling 
nationally advertised goods may 
have 150,000 or 200,000 retail 
outlets, each one of which must 
be constantly kepi alive to the 
opportunities and profits offered 
by the line 

Before the tield force hits the 
road, a thorough training of 
the salesman is gone into, 
employing charts, blowups of 
future advertisements, and mer 
chandising ideas in great pro- 
fusion. A salesman’s portfolio 
is the usual concomitant—an 
elaborate visual presentation of 
the selling-points of the products, 
with heavy emphasis on the 
advertising scheme. Follow ups 
are constantly employed, and 
with great ingenuity, particu- 


American Market 
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larly through trade-publication 
advertising, trade conventions 
and “market showings”, and 
direct-mail 

Before any consumer adver- 
tising is released, the sales- 
strategy is carefully planned to 
ensure maximum “tie-up” at the 
point of sale. The manufacturer 
supplies the retailer with the 
material to help sell the ultimate 
buyer. Window-cards, counter- 
displays, advertising stereos for 
local use, radio commercials for 
sponsorship by the retailer, 
special deals and selling-offers 
are sent out to the stores in 
“promotion kit” form 


Work closely with 

your agent 

When you contemplate enter- 
ing the American market, enter 
the confessional with your 
advertising agent and tell him 
all you have on your mind 
your pro- 
duct may be in the home-market, 
invite him to make a_ cold- 
blooded examination of your 
goods in comparison to similar 
American or foreign products 
on sale in the U.S.A 

Many of the innovations in 
promotion which have put over 
a product in the United States 
would never have come into 
being had not the advertising 
agent enjoyed a full command of 
the confidential facts of the case 

If you have a “plus” product, 
stress it for all it is worth. (If 
not, keep out.) Work closely 
with your agent and bear in 
mind at all times that America 
is not a tight, neat little island 
market, but many far-flung 
markets, each islanded in its 
own tastes and wants but ready 

with gold and 
the explorer who 
brings along not only gifts of 
quality, but an interpreter 

Advertising, as practised by 
several reliable agencies who 
know both the British and 
American markets, is that inter- 
preter. It may well be that your 
wisest first step is to consult 
one of them about undertaking 
the preliminary research work 
which can determine whether 
quality-wise, price-wise, taste- 
wise, habit-wise, your product 
will sell in) America For, 
however enchanting your siren 
song, nobody is gomg to buy 
something he does not want 
Obversely, when America wants 
something, it bounds into action 
with a surge of free-spending, 
unrestrained excitement. 


However successful 


to welcome 
enthusiasm 
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Four major phases in conducting 


an effective publicity campaign 


ROBABLY never betore The heavy production effort for 


have the . 4 


need and = the ilttary purposes has create 
opportunity for a publicity some Shortages of goods hict 
campaign in the United States open the way for good imports 


by British mutacturers been And the 


techt 


@ wvreat as they are to-day Americal ynsumer demand for 
American to-day have the British products are available 

Greatest buying power in then cconomeal and unexploited 

hi tory and are eager tor quality There are two major method 

anc prestige merchandise that Britsh manufacturers car 


FROM PLANNING 
TO EXECUTION 


A sales campaign must be prop- 
erly balanced, says Mr. Philip 
Lesly. First chart your course, 
set your objectives, budget your 
resources. 


ADVANCE PLANNING 

| To which groups of people do you aim to sell? 

2 What advantages has your 
American competition? 


product over 


3 Has your product a seasonal appeal? An appeal 
to a particular area? To men or women? 


4 How must al! phases of the selling programme— 
from production to publicity—be timed? 


ORGANISING PUBLICITY 
| Use on-the-spot experts. 
2 Fix the target and the ways to hit it. 


3 Establish a programme with a theme, set time 
limits, and an adequate budget. 


PHASES OF THE CAMPAIGN 

| Publicising your product—advertising of all 
kinds, including the trade and technica! press; 
publicity stories, etc. 

2 Publicising your firm—the ‘institutional’ aspect. 
Business news—export figures, sales trends, etc. 

4 Merchandising the publicity results—especially 
to dealers and prospective dealers. 


gues of winning 


By Philip Lesly, 


Two vital groups must be influenced 


the dealer ecually with the consumer 


n pl \me ertain that emphasis ts pre 
in sale Thy fers the perly balanced This seen 
urcate reward i We be obvious, yet frequently 
ost Dut ent c eXtra publicity campaign in the United 
problen The {is direct States starts with material armed 
nd. if proper " { and at publication before the course 
onducted is es pro is charted, objectives set or 
titable re available resources budgeted 
The ‘ “Ss 
1 CO-operatir< pasoamong “Sell” your product to 
British firms to pr te British the seller 
ZOOS pene the pro These are the mayor poimts to 
ducts of the irticipating con be determined in advance plan 
panies specitical This would ning 
« ir m i y { « |. Which publies must be 
ecuuse it 1 strik it the reached, and what ts their order 
eart of the problems of importance: importers, mer 
untams ind uilding the chants, well-to-do consumers 
eputat for Brittssh qualit stvle leaders, mass consumers 
nd prestige ti have NaVS industrialists, professional men, 
eer issociited Americans farmers and soon? 
sith Britist fuct sine v > What s- the product s 
public supp. tant portatior Americat competition how 
f — Britest {s thout are competitive products p 
penalt ind the publ oted to the buvers what 
nse ! ! the tribution dvantage of the Britis! 
Britist c { ike to the product ca he stressed, what 
cal 1 lite Such a type of distrrbution wall be 
in « 1 prectude emoloved in the US.” 
il d | pain I What are the  seasona 
ne tu i ihe Suc ispects of the product's appea 
i campal ertan of does tt have greater potentia 
success, while me time n some sections of the countr 
ome a treme the nar others, mw it likely t 
fot Brit i tab iIPpea oe to one econor 
t stratu thar others, ts 
Ir th clk vevel tikely to be bought by men tha 
« sha the Ww wome 
hr ix he idividtual 4. How must all phases of tl 
n ¢ « the — selling programme — producti 
| ted State e can he delivers distribution, adve 
SEK « cade tising nerchandising pul 
pos city be co-ordinated and time 
to enhance the effectiveness 
Analyse opportunity each phase of the programim« 
—and competition It is important to keep 
Betore i t taken nd the tact that or 
s CUE ke an products there are two equa 
inalyvs he ind tal groups to be reached 
petit eva nfluenced the merchant v 
t ne et { ne ‘ tock and sell iw, and 
Sidere yortar consumer who will buv and 
t t iter ! Intiess Cases, pr 
ke tt « « effective 
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consumer have met 
ccess because they 
equately sold to 
It is rare for a 


to Carry such over 
eptance that it wall 
ipon against the 
of the mer 
sume time 
enthusiasn 
effec 
© product does not 
er acceptance 
ins that two major 
he publicity campaign 
sary one directed 
lealers and the other 
consumers These 
require ewhat different skills 
and maches, though 
must 


they 
trefully co-ordinated 
In any plan for a publicity 
campa much depends on the 


the product of course 


but generally this outline of 
procedure vill apply to all 
types products 


industr 


including 
goods to be sold to 
manulacturers 
Value of local 
knowledge 
Orgatr ng tor the 


campa nust consider three 


major points 


1. It ts 


and cx 


tal that it be planned 


lucted under the direc 


tion of an American organis 


ation, because of the countless 
aspects that only a group experi 


on-the-spot conditions 


enced I 


can kr These include a 


sense Of what interests American 

d the publi an 
intimate knowledge of the edi 
torial stvies and requirements of 
of publicity 


with the 


hundre media 


fami! American 
idiom of mind and language 
and the 


virtua 


facihities for reaching 
ery outlet of publicity 
ina vast and diversihed country 

Preferably this 
should be centrally 
rather 
New 


outsicc ne 


organisation 
ocated 
headquartered in 

York: the vast nation is 
that 

tv that lives to a tempo 
mind peculiar 
cases, the 


boundaries of 
insular 
and a 
to itse In 
Amer! distributor of 
ter is 


ne of 
some 
impor 
pped to provide the 
De oft Americanised 
otherwise, a specta 
city or public relations 
nm is necessary 
nine which “publics 
eached and the means 
g them 
wish a systematic pro 
sith a theme or focal 


schedule intended to 


achieve certain objectives by 


certain times, and a budget 
these objec 

Such a 
publicity 
public 
direction may run from $10,000 


to $150,000 a 


adequate to meet 


tives economically 
budget for the cam 


Paigns and relations 

year for a 
firm: or from 
$300,000 for a co 


manutacturing 
$30,000 to 
operative programme aimed at 
British 
specific 
Advertising, 


selling 
and 


products per 
products as well 
of course, is to be 
when it 


place in the 


budgeted separately, 
definite 


programme 


has a 


Telling the story of the 
product 
With the organisational pre- 
Parations completed, the pub- 


heity campaign itself generally 


will have four 

1. Public 
This will include, of course, any 
and such publicity 


as announcements ol 


major phases 
ving the products 
advertising 
nea 
models or styles and 
pictures exhibiting the product 
in appropriate 
pecia 
arranging for 


the product to appear im appro 


Stories 


or describing it, 
Magazines, newspapers 
ised publications 
priate scenes in films; showing 
the product in relation to other 
things having public interest 
(such as displaying clothing with 
striking cars in the background 
or gramophone records in an 
attractive room setting); arrang 
ng for mentions of the product 
In appropriate ways by colum 


nists, whose 


writings are avidly 


read; arranging for stores and 
pictures about the product to be 
distributed to thousands of 


newspapers (such as stories to 
appear in the columns of interest 
to women, or photographs 
showing the product in a news 
worthy o1 


interesting connec 


tion); distributing stories about 
the product to newspapers 
magazines, specialised publica 
tions, and radio and television 
Stations; and creation of special 


events. such as fairs, “weeks 
marking the product (such as 
Music Week, Cherry Week and 
Dress-for-Fashion Week) —that 
glorify the product 

Other aspects of publicity for 
the product involve the radio 
With 3,000 


casting this in 


more than broad 


Stations itself 
huge opportunity 
Material on the product can be 
placed with 
when it ts 


represents a 


commentators, 
Hun- 
dreds of women’s programmes 
with shopping, 


newsworthy 


dealing family 


American Market 
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* What is Publicity? 


in the USA 


the word ‘publicity means: ‘A 


message purposefully planned, executed and dis- 
tributed through selected media to further the 


particular interest of the client without 


payment to media 


space 


While in the broader sense ‘publicity includes 
paid advertising, the word does not connote ad- 


vertising itself, as | use it 


% The author of this article in a 
covering letter to the Editor 


life and other phases of living 
are open to scripts giving “hints” 
to housewives. Mentions can be 
arranged on the highly popular 
comedy and vanety shows 
Television affords opportuni 
the product on 
and as 


ties to display 
shopping programmes 
props in settings 

To influence the merchants 
who are vital to the success of 
the campaign, business 


must be 


news 
constantly in 
serving the 
articles deal 


placed 
the publications 
trade. In addition 
ing with selling methods for the 
product, the British view on the 
industry, overcoming problems 
of the industry and other matters 
should be placed in these trade 
journals to establish the name of 
the manufacturer, help the mer 
chants to sell the product, and 
create goodwill among them 

>. The second major phase of 
the publicity programme ts 


called “institutional it fosters 
the prestige and acceptance of 
the manufacturer as an institu 
tion. This calls for publicising 


the company itself, relating its 
heritage, its reputation, its 
standards. The aim should be 
to make the name automatically 
represent prestige in the public's 
mind, as such British names as 
Haig & Haig and Harris tweeds 
now do 

The methods available include 
placing aspects of 
the company’s background in 
many kinds of publications, with 


Stones on 


women's radi commentators 
in films prepared for television 
shows (a medium 


pustify 


now 
fully the 
and mn 
about the 


vast 
enough to 
expense 
printed 
company 
3. The 


publicity 


involved) 
reports 


third phase of the 
campaign 1s 

routine but 
Such matters as 


husiness 
seemingly 
very important 


news 


the firm's volume of exports to 
the U.S., sales trends of the pro- 
duct, statements about the busi 
ness outlook and signed articles 
in business publications about 
the British 
are included 

Other media available for use 
include public speeches before 
civic, women’s and other organ 
sations; contents that involve 
the product; and exhibitions at 
fairs, conventions, trade meet 
ings and other places 

4. An important addition to 
these activities is merchandising 
of the publicity results. Repro- 
ductions of publicity material 
should be dramatised and dis- 
tributed to all dealers and 
Prospective dealers, as a means 
of impressing them with the 
consumer interest that is being 
created. In many cases, such 
reproductions can be used effec 
tively among prospective 


view of conditions 


con 
sumers, as well 
The stake: The future 

of Britain 

These are the broad outlines 
of the publicity campaign that 
can be conducted by  vir- 
tually every British manufac- 
turer capable of developing a 
substantial American market 
In specific form, we are using 
them effectively for such British- 
known firms as the Hammond 
Instrument Company, makers of 
the Hammond organ and Solo- 
Scott Radio Laboratories; 
Webster-Chicago Corporation, 
largest maker of gramophones 
and magnetic recorders; and 
others To make effective use 
of these techniques requires a 
decision to act 

The stake may be stated in 
that slogan being made familiar 
in British advertising circles 
“The future of British business 
is the future of Britain.” 


Vox 
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There’s a great opening for sales 


American Market 


in America’s vast rural market 


f British exporters want fully 
to exploit the U.S. market 
they must not fail to grasp 
the fact that 37 per cent of all 
American families live in rural 
areas. These 17,306,000 homes 
depend, directly or indirectly, on 
agriculture 

Too many manulacturers and 
distributors think of 
New York, Chicago 
Boston, San Francisco — and they 
their ap 
section ot 


sales in 
terms of 
shortsightedly direct 
peals to only one 
the market 
though they may be, are only a 


These cities, great 
few spots on the vast dollar map 

This restricted outlook is not 
contined to lacking 
first-hand knowledge of the po 


importers 
tential market. American manu 
facturers themselves still think in 


terms of ‘big city’ sales. This 


means there 1s a splendid oppor 


tunity for British products 


What kind of 


market 


awaiting full exploitation ? 


The Philco Corporation, 


manutacturers 


{ 


alised that the rural market was 
so extensive, 
sales could be made there with 
less effort, and more cheaply 
than in highly competitive city 


organisation made special efforts 


clevision receiy 


entres. The fi 


of radios 


ers, having 


rm’s 


iO cultivate retailers 


smaller 
comparatively littl competition 

That is an experience 
repeated 
take 


might well be 
British firms, 1 
trouble to understand the market 


There are 


f they 


discovered 


marketing 


in 


towns and encounterec 


and the methods of winning it 
17,000 rural 


MASS MAGALINE CIRCULATIONS AND COPIES PER 1000 FAMILIES 
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munities with less than 25,000 


population, and many of the re- 
tailers in these towns are neglec 
ted by manufacturers who con- 
sales 


centrate advertising and 


promotion in large industrial 
centres. It is worth remembering 
that 54 per cent of America’s re- 
tailers are in small townships of 
this kind 

A survey conducted by Wal 
laces’ Farmer and lowa Hon 
stead showed that 75 per cent of 
lowa farm women have perman- 
ent waves, 50 to 75 per cent use 
lipsticks, and 80 per cent use 
hand lotions 
be considered 
farming community as a whole 

Another revealing 
that of 450,000 additional far 


These figures may 
reliable for the 


figure 1s 


mers provided with electric 
power and light throughout the 
U.S. in 1948. With, in addition, 
his car, telephone, radio and 
tractor the American farmer to 
day has wants no different from 
the city business man 

Some facts and fivures about 
these farmers 

Their total income in 1948 

was 41,200 million dollars, 
against 12,500 million dollars 
in 1939 

They now own 90 per cent 
of their land and equipment 

Their standard of living has 
increased by 25 per cent since 
1940 

They are the nation’s largest 
buyers of petroleum products, 
and huge buyers of building 
material 

Farm bank accounts have 
grown three times as fast as 
citv accounts since 1945 

Consider the vast rural market 
in terms of the sales of motor 
vehicles, accessories and spares 
These figures tell their own story 

Less than six per cent of the 


world population, the people of 


By a special correspondent 


37% of all families live in rural areas 


54% of retailers are in smal! townships 


Decemper 28, 1950 


The U.S. people, 6 per cent. of 
world population, own three- 
quarters of the world’s cars. 


the U.S.A. own 76.5 per cent of 
all the cars in. the world 
Three-quarters of all the cars 
in the world are in the U.S.A 
38,904,770 of them 
for every four US. famihes 


Three cars 


The American people drove in 
excess of 400 billion miles last 
year, used 30 billion gallons of 
petrol, spent 30 billion 
dollars: 21 billions with auto 


nearly 


motive vehicle and service dea! 
ers; 6} billions at filling stations 
ind 1) billions on accessories 
For a time to 
America will continue to be the 


long come 
world’s biggest market for cars 
The people have the roads and 
the dollars, the desire and the 
ability to buy 

It would seem from this that 
ustabout everybody in the cour 


try 1S a customer of the mon 
But this is not the case 
Almost every market analyst h 
pointed to the relationship be 
tween family 


industry 


income and & 
ownership, but all the facts sh« 
that where people live, not 
come, determines whether or ! 
people buy cars 

The U.S. Federal Res 
Bulletin (October, 1949) reve 
that more than half of al 


(Continued on page 23) 
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What Makes the American Market so BIG? 


Perhaps you think of America as a country of tremendous size, dotted with big cities 
from coast to coast. In part, you are night. But. if you are thinking of selling Americans 
through advertising. you will miss much of your sales potential if you think in terms of 
city people only. 

There are 238 counties in the United States whieh contain cities of 50,000 population 
or more, or the overflow from such cities. These cities are trade centers, dependent upon 


the buying of families living far bevond the city limits. 
Rural families—families living in places of less than 2.500 population and on farms 


constitute the largest single segment of the American market 37°, of all Lnited States 


families. 


How important are rural families to retailers? Even within the 238 big-city counties, 
one out of every six persons lives on a farm or in a place of less than 2.500 population, 
In the 668 counties immediately adjacent. the primary trading areas for the big-city 


retailers, 2; of the people live in rural areas. And, in the rest of the country, the pro- 


portion is the same—two out of every three customers are rural customers! 

Magazines are the favorite advertising medium among American marketers, Dis- 
tributed nationally. they afford low-cost coverage and have proven themselves to be 
highly effeetive in creating sales. But magazines sell people where they live and the 
leading weeklies, women’s service and general monthlies concentrate the great bulk of 


their sales calls among people living in cities. 


To secure the maximum amount of sales from the American market. vou cannot 
overlook the tremendous customer-potential of Rural America, nor the magazine pre- 


ferred over all others by the customers who live there. 


So numerous are the customers of Rural 


America and so great is Farm Journal's 
circulation leadership among rural families, that this magazine has become one of the 
great magazines of America. In fact. among the out-of-town customers of America’s 


retailers. Farm Journal makes more sales calls than any other magazine published. 


¥ 
‘ari : purr nnaad 
ail op : 


\merica’s Largest and Most Influential Rural Magazine 


Philadelphia. Penasvivania, U.S. A. traham Patterson, Publisher 
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| It’s Where The Customers 


ADVERTISER'S WEEKLY 


[] 238 METROPOLITAN COUNTIES 


ee es ADJACENT COUNTIES (PRIMARY TRADING AREA 


[] REST OF THE COUNTRY 


Farm 


Journal— America’s Larg: 
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In the 238 big-city counties— 
1 out of every 6 customers 
is rural! 


In the 668 adjacent counties— 


2 out of every 3 customers 


are rural! 
In the rest of the country— 


2 ovt of every 3 customers 
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sales Openings in a vast rural market 


(Continued from page 18) 


mn the twelve largest 
es, and their suburbs, do 
cars. Nearly 60 per cent 
imuhes living in cities of 
$0,000 population do 
ca©rs 
well-known fact that 
families are 
income and 
Yet the most 
( rowell-Collier Survey on 


reading 
verage im 


p of cars 


ership, made among mag- 
iding families, 
re than 40 per cent of 
families 


shows 


above-average 
the largest cities do not 
Federal Reserve Bulletin 
hat the proportion of car- 

families is 3\ per cent 
: 2.500 to 
30,000 than in cities of over 
$0,000 


ater in cities of 
In places of less than 
the ratio 
rises nearly OO per cent 


SOO rural America 


For many years, the motor in- 
has ranked magazines 
among its best selling media 
They make possible the 
cniption of a product, and pic- 
to millions of 
nation 


des- 


in colour 
ill over the 


simultaneously 


Power of magazine 
advertising 
All magazines are selective, 
ng most of their circulations 
trated among families of 
than-average income. But 
mong magazine reading 
where they live 1s a fac- 
primary importance 


families 
tor ( 
Maga 
have 

If one magazine concentrates 
its crrculation where more people 
own { buy cars, that maga- 
If, in 
addit it puts more messages 


nes, like other salesmen, 


rritories, too 


zine sell at lower cost 
into hands of those buyers 
thar other magazine pub- 
lishe ven it will develop more 
vf sales. Greater volume 
cost is surely the con- 
and 

2,500 
live 


ices of less than 
on, and on farms, 
in twice as many tami- 
here are in New York, 
Philadelphia, Los An- 
tact, 
in twice as many as live 
fourteen U.S 
or more population put 


San Francisco; m 


cities of 


the largest single seg- 
the American market, 


where the ratio of car buyers is 
the greatest, not one of the 
great weekly magazines ts a best 
seller, not one makes anywhere 
near the number of calls per 
thousand families that it makes 
in the rest of America 

Volume of sales is generally 
thought of in terms of big popu- 
lation centres, but the biggest 
business in big cities ts whole- 
saling, not retailing. In New 
York City, for example, the an- 
nual dollar volume of whole- 
saling is nearly tive mes as great 
as the annual retail dollar 
volume. Figures for other cities 
are: Chicago 10,260 (wholesale) 
3,967 (retail); St. Louis 2,907 
1,066; Philadelphia 4,464- ! 962: 
San Francisco 4,314-1,267 

Who retails what big city 
wholesalers sell? Big city whole- 
salers will tell you that most of 
their sales are made to retailers in 
the smaller cities and towns. The 
Minneapolis district manager of 
Packard Motor Co. revealed re- 
cently that 8§ per cent of his cars 
were sold through dealers out 
side the twin cities of Minnea- 
polis and St. Paul. The Cincin- 
nati district manager for the 
same company sold 64 per cent 
of his cars through dealers loca- 
ted outside the eight metropoli- 
tan cities in his territory. This 
distribution ts true also of tyres, 
petrol, oil, spares 
sories 

But this is only part of the 
With big city retailers the 
picture is much the same. Shop- 
ping habit studies reveal that the 
retail sales of a typical big city 
are just about doubled, thanks 
to the customers who live in sur- 
rounding districts. Indianapolis 
is a good example. While retail- 


and acces- 


story 


WHERE PEOPLE LIVE 


Buea wore 2? 40 
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14S OF 25.00 


#% OF 25 000 +e $00 000 
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American Market 


ers there account for nearly 
three-quarters of the 
merchandise, nearly half of these 
purchases were made by people 
living outside the city 

Since magazine advertising 
sells to people where they live 
regardless of where they buy 
the importance of reaching the 
right people in their homes ts 
self-evident 

In the entire US. there are 238 
counties which contain cities of 
more than $0,000 population. In 
these 238 counties, one out of 
every six families ts a rural 
family. Big city retailers count 
heavily on business from beyond 
the counties in which they are 
located. In the 668 counties 
which are immediately adjacent 
to the 238 big city counties, two 
in every three families are rural 

Retailers in the smaller cities 
and towns are just as dependent 
upon out-of-town trade as big 
city retailers. These sales returns 
illustrate the point: The Pontiac 
dealer in Valpariso, Indiana 
(population 8,736) sells more 
than half of his cars to farmers; 
the dealer in Kanakee, Illinois 
(22,241) sells over 35 per cent of 
his cars to farmers; the Truman 
Motor Sales Co. of Plymouth, 
Indiana (5,713) sold over 40 per 
cent of its Hudsons to farmers; 
C. W. Frey and Sons, DeSoto 
dealers in Bloomington, Hlinois, 
(32,868) sell over SO per cent of 
their cars to farmers 

These car sales to out-of-town 
customers, of course, create sales 
opportunities for parts 
and accessories in proportion for 
the dealers in these 
Fighty per cent of all car 
dealers and over 70 per cent of 
the men who sell and service 
vehicle equipment are located in 
and than 
25,000 population 

The British exporter 


service 


towns 


cities towns of less 


cannot 


sales of 
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There are more cars on farms 

in the one State of Ohio, than 

there are in the whole of 
Argentina. 


afford to overlook such a mar- 
ket. It is so obviously prosperous 
and ripe for further exploitation 

The approach should be made 
through the farming journals 
which offer a unique service 
These are affectionately regarded 
by the farmers—-who think of 
them as their own papers 
Several of them have national 
circulations, with two exceeding 
the two millon mark. Each 
State also has one or more farm 
papers of its own 

Outstanding among the nat- 
ional farming publications is the 
Farm Journal, with a circulation 
in the region of 2} million copies 

the largest-setiing farm maga- 
vine in America, read by more 
than half a million more families 
than its biggest competitor 

As is the case of other good 
farm publications —state, sec- 
tional and national not all 
Farm Journal live on 
or own farms. They cover, like 
newspapers, the rural customers 
of both big and small city re- 
tailers 


readers 


URBAN AND RURAL AREAS BY INCOME GROUP 
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Stepping-st 


| THIS IS 
Se - NEW YORK CITY 
CIRCULATION ; AND SUBURBS 


of the NEW YORK NEWS a WITHIN 

In N. Y. Market Total ~ —< 50-MILE RADIUS 
DAILY 2,014,082. ....2,241,886 Se a ee ee 
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M British manufacturers and associations wish to 
Sc \merica. But some may feel that the United 
SI 


sis too vast for them to undertake the venture. 
Lhe United States is big—3 million square miles 
in area, 150 million population; hundreds of great 
cities; wholesale trade and retail trade in hundreds 
ot billions of dollars. 


Stepping-stone to U. S. Market 


Lhe stepping-stone to the American dollar market 
is the New York City and Suburban area. See map 
diagram on opposite page. This is commonly known 
as “The New York Market.” Its area is about 7,800 


Square miles 


approximately equal to that of 
Wales, and one-tourth as large as Scotland. But the 
New York Market has less than 13 of 1° 
total U.S. area. Yet 1 does 255 


of the 


, of the nation’s whol 


sale business and 10°) of its retail trade. In the New 
York Market there are $14 million families. They 


spend over thirteen billions of dollars a year in retail 
stores. Lhe New York Market is many cities in one 
compact area. Its population ts a cross section of the 
nation. What sells in New York can be sold across 
the country. 


Stepping-stone to New York Market 


To the New York Market itself, a stepping-stone ts 
the New York News. It is the principal medium of 
display advertising in this market. [t is read in two 
million families in the area. It is the only New York 
City newspaper with majority coverage of all city 


and suburban families. Its multi-million circulation 


NEW YORKS 


0 DOLLARS ! 


keen PICTURE NEWSPAPER 


Sunday, of any newspaper in the United States 


d4merican Marker ADVERTISER'S WEEKLY 


is distributed by geographical sections throughout 
the New York Market. Frequently, an American 
advertiser starts his distribution here in only one ot 
these sectional areas, and advertises in all copies of 
The News circulating in that section, without using 
or paying for News circulation in other sections. 
Subsequent expansion, section by section, is wholly 
at the advertiser's option. British advertisers may 
iollow the same procedure, if desired. Write tor 
Sectional Area Plan. 


Dollars Play No Favorites 


British goods and American goods can compete 
equally jor dollars in the New York market if the 
makers will realize that New Yorkers don’t “buy 
nationalities They do “buy value’"*-when the 
value is known to them by the trade mark on the 
product or by the reputation of the store in which 
it is offered. 

IL his fact is recognized also by the New York News 
which, in relatively few years, has become America’s 
largest newspaper—in number of readers and in 
volume of display advertising, 


, 
Lal 


Our research facilities and sources of market infor 
mation are freely available. Write us for any data 
about The News and the New York Market. 
Address: 

Mr. B. L. Moyer, Manager 
General Advertising, The News, 
New York 17, N. Y., U.S. A. 
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American Market 


ADVERTISER'S WEEKLY 


By R. Reid-Adam, 


Decemaer 28, 1950 


Superintending Trade Consul, Atlantic Region 


British 


stands a chance of success 


COUPLE of years ago | Government and the protection 
had a telephone call from of British commercial 
The second ts that of 
British 
commercial interests In New 
York, we are, in practice, con 
with the 


interests 


a director of a large 
British who had a 
jjust appointed sales agents in 


overseas 


company, contact agency tor 


America He about to 


return home and wished to tell 


Wats 


cerned only second 


me the name of his agents function 


the research Our job is, in 
British 


getting as quickly as possible at 


Shortly afterwards essence, to 


director of one of the biggest — assist businessmen = in 

idvertising agencies in the world 
Sasked me if | had had a call the right source of information 
this ventienan He for their particular 
explained that he had asked this whether it be the appointment 
Pnelishman if he had been in’ or organisation of a 


with the Commercial mechanism itn 


from probiem, 
sales 


contact America or in 


Department of the Consulate, formation as to market possi 
to which the man said “What bilities. We collect preliminary 
me see the Consulate? Thaven’t and basic information of this 


done anything wrong.” kind ourselves and have accumu 


This particular incident, while — lated a wide variety of informa 
is not isolated It 
useful, 
describe what the Commercial 
Department of the British Con 
New York is 


tion over a very varied range of 
But 
do not try to set ourselves up as 
field 


special field of finding out who 


outstanding 


miht be therefore, to products in principle, we 


experts in any except that 


sulate-Creneral in 


set up to do is the specialist and getting his 


The commercial side of the opinion 


boregn Service overseas has Many ancillary duties fall on 
two principal functions One the FPoreign Service These 
is that of negotiation with have, in the past. included 


GOODS THAT SELL 


A vast amount of market 
information is already avail- 
able for exporters. Mr. Reid- 
A Adam tells how to get it. In 
4 opie the U.S.A., there is a demand 
for nearly everything you can 
think of—provided it is delivered at the right place, 
the right time, the right price, and the right quality. 
In particular he lists two principal classes of goods 
for which there is an import market. These are: 
1. Novelty, speciality and craftsmanship goods. 
2. Goods with a fairly high labour cost component. 


How to find out if your product 


rt 
nsu ate Genera! 


New York 


First inquiries need not cost much - but 


requests for information on 


such subjects as the 
possible orchids 
from Borneo and diesel engines 
from the Midlands; helping 
potential American importers of 
British goods to make the right 
connections in the United King 


diverse 
markets for 


dom; periodic reports for the 


Board ot 


conditions 


Trade on commercial 
for British 
the qualifications of 
particular 
One could well 
that of a 
broker 


reports 
firms on 
American firms for 
purposes, ete 
suy that the job ts 
commercial contact 
Right place, time, price 

and quality 

In the United States there ts 
a demand for nearly everything 


you can think of. But to meet 


that demand you must deliver 
in America at the right place 
the right time, the right price 


and in the quality corresponding 
to all these three provisions 

when the cost of 
North 


customs duty, as and 


In actuality 
transport across the 
Atlantic 
where applicable, customs brok- 
fees and the 


craue sometimes 


very heavy cost of establishing 


distribution in the U.S.A., and 
the size and variety of U.S.A 
industry itself are brought into 
wcount, the range of imported 


manufactured goods which can 


profitably be sold in the U.S.A 
is IN Many ways restricted 

The restriction ts not easy to 
specify, for extraordinary and 
inexpected goods do find an 


America. For 
ild think that 


import market 


example, who wo 


calculating machines could be 
imported into the U.S.A.” 

ind vet they are Perhaps the 
two principal factors, though 
they are not by themselves 
ilwavs conclusive, which define 
what manufactured goods can 
be imported into the U.S.A. are 


full details and a sample are essential 


novelty, speciality or craftsman- 
ship, and a fairly high labour 
cost component 

It may be of interest to 
describe what actually happens 
when we receive an inquiry 
Let us suppose that a manu- 
facturer of frying pans asks for 
information on the market in 
America and for 
prospects are favourable, in 
finding an agent. (In the case of 
industrial supplies, procedure 
would be different in detail, but 
not much in principle.) Let us 
suppose also that this particular 
manufacturer has provided us 
with literature, prices including 
freight rates, and some samples 
And that he has explained the 
special virtues of his product 
(Many U.K. firms omit to 
explain these matters to us, 
though with hundreds of differ 
ent items 


assistance, if 


referred to us, we 
certainly know without 


being told.) 


cannot 


Getting local views on 

samples 

We take the samples to the 
U.S.A. ring them 
up, and find out the duty. With 
our knowledge of incidental! 
local charges, such as brokers 
fees, we establish the approx! 
mate landed price in New York 
We compare with the 


customs, ofr 


these 


prices of similar American 
articles, taking account of whole 
sale and retail markups on such 
items 

We show the samples and the 
literature to that 


line of 


importers in 
particular goods, if we 
can find any (we should certain 
have a hard time in the case ¢ 
and to 
wholesale and retail outlets 
note their 
might also consult a tra 
paper, the staff of trade pap 


frving pans), select 


comments W 


(Continued on page 
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TODAY, MORE THAN EVER. the 
news of international trade and 
ravel is playing an increasingly 
larger part in the hves of New 
England people Thousands of 
importers, exporters, influential 
business executives and man- 
agers daily read the Boston Her- 
ald to keep accurately informed 
of the latest factors and develop- 2 
ments that govern world trade. mo He Lea ' SE ee nae 
These business men are keenly oo “i 
interested in your business and 

how your product may be pro- 

moted and sold in America Tell 

the story of your business to them 

and they will sell your product 

to America 


Than 2 Century Ago 


vr 


ADVERTISE IN THE BOSTON . 

HERALD’‘S INTERNATIONAL 

TRADE AND TRAVEL SECTION poe overt 2A ll 
to be published between February moe 

18 and March 17, 1951. A large 

number of pages in the front of 

this section will be devoted to 

news of the Festival Year cele- 

bration. 


For complete details write to Percy i ; ee 
Schwarz, Director International Trade <- Wit pe teen von coe 
sds Travel Department, Boston ; ai 
erald-Traveler, 80 Mason Street, 
ston 12, Massachusetts, U. S. A 
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Magazines . . 


and Class ..-« 


but combine Mass and Class ... in one magazine... and the... advertising «+. 


response .. is something... 
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» tmercan Marker ADVERTISER'S WEEKLY 


Holiday circulation is more than 800,000—that's MASS! 
Holiday families earn twice as much as average—that’s CLASS ! 
Yes... 


HOLIDAY MAGAZINE 
IEACHES THE LARGEST 
LUXURY MARKET 
IN AMERICA! 


Here’s the exciting magazine that took America 


4 2S & 


finer whiskies, woolens, apparel, cars, bicycles, 


by storm! leather goods, china, vacation facilities, etc. . . . 
Introduced only four years ago, Holiday is the but the kind of people who want to buy them! : 
class magazine that’s in a class by itself! It now Many British companies have already dis- : 
has an ABC circulation of more than 800,000 covered that the response to advertising in Holiday 
monthly —an estimated total of six million readers. is something fabulous. Have you? If not, plan 


And what readers! They’re active and alert, people today to get your share of the rich, receptive 
who go places and do things, people who buy the Holiday market. 

finest of products, services and entertainment. Write Holiday Magazine, 60 East 42nd Street, 
They’re not only the people who can afford your New York City, U.S.A., for further details. 


———— oe ee a a ce 


r 

! 1. More families with $10,000-and-over in- 4. Families with an average annual income 
, comes (£3,570) than any general class of $8,074 (£2,883) 

. monthly that is read by both men and &) 66% of these families entertain guests st 
I women. home at least once « week. 

i b) 72% own their own homes. 

! 2. Real national distribution, not regional 0 Se ee Se Se ee © 
t circulation. Holiday is read by many 4) 57% have one or more members who have 
i thousands of people in every state of the visited foreign countries on pleasure trips. 
1 forty-eight. 5. Sophisticated people who have the time 
j and money to spend on a better way of life. 
! 3. More natural merchandising appeal than 6. A dual audience—almost an equal number 
i any other national magazine. 
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dmerican Market 


ADVERTISER'S WEEKLY 


the policy which inspire 
thinking and planning at 


in conference room 
at copywriter’ 
nyg-board in eact 


othces ypperatis 


C;rant 
world. Ne 

part of the 
de Adver 


specia 


ithices, but 
1 world 

tated, ists 
yuipped 


equ 


omplete and pertectly 


Whatever your prol 
| 


ervice 
let the 


integrated 
whatever uur product 
Grant Advertising Organization do the 
and the selling 


inv 


Gjrant Advertising, It. 
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How to find out if your product stands 


31 


a chance of success 


Continued from page 26 


n America being generally very 
well informed. We might also, 
f the occasion warranted, pur- 
chase samples of American 
nanufacture or of competing 
mports 

Finally we draw up a report 
This contains a lot of useful 
basic market information 

Incidentally, on the question 
of price, it iS Important to 
establish the optimum final 
sales price in U.S.A. in relation 
to the price of competitive items 
and then work back, as well as 
working up from F.O.B. price 
by the addition of duty, margins, 
etc. But this is normally much 
easier for a manufacturer on a 
visit to the U.S.A. than for an 
outsider acting for him 

Suppose we find a British 
article which can theoretically 
retail at, say, 5 per cent less than 
the American Here arises 
another substantial point A 
margin of S per cent may not be 
adequate to overcome three 
things 

First, the genezal disinclina 
tion of Anmterican concerns to 
handle imports This disin- 
clination arises, in part, from re- 
luctance to with the 
formalities of importing and in 
part from a feeling that foreign 
sources of supply are subject to 


deal 


interruption 

Secondly, the retailer and 
wholesaler have, in a case like 
this—and in most cases, as a 


matter of fact-long established 
friendly relations with 
American manufacturers. This ts 
and understandable 
phenomenon, and one of great 
strength 

Thirdly, consumer items are 
ften heavily advertised by 
American manulacturers 

the first 


and 


a natural 


Even 
points can be 


two 


wercome, the question of ad- 
ertising support remains and 
niess the differential in the 
nal price is substantial, the 


st of advertising may well be 
ifficrent to wipe the 
benefits of the differ- 


away 
pparent 


ce In price 
All this probably sounds 
ther discouraging. It should 
however, be taken in this 
Nobody should expect 
the bulk of items offered to 
American market will find 


idy acceptance. One has to 


go through the effort of finding 
a negative result in most cases 
in order to be certain that one 
gets a good result when it is 
possible And one successful 
investigation certainly on balance 
more than makes up for a lot of 
unsuccessful ones 

Moreover, British manufac 
turers need not go to great or 
sometimes even any expense in 
their preliminary investigations 
of the American market. They 


have at their disposal many 


Imerican Market 


porters to the USA In 
conducting enquiries by corres 
pondence there can be serous 
disadvantages in writing to 
more than one of these channels 
The different channels tend to 
overlap with each other in the 
course of their investigations 

With the help of all these 
channels, British firms should 
certainly be able at very small 
to establish whether thet 
product is a non-starter from 
the beginning. If the situation 
looks promising they will prob 
ably have to go to some expense 


cost 


on their own anyway in most 
cases—but they will at least 
have the assurance that the 


more obvious difficulties in ther 


* 4 HINTS TO A WOULD-BE EXPORTER 


Find out the approximate cost of landing your 


goods in the U.S.A.—especially what duties 


will be applicable. 


2. Show your samples to the London buying offices 
of the big U.S. department and chain stores— 


quoting, if possible, 
price in dollars. 


the approximate selling 


3. Make a personal trip to the U.S.A.—visiting as 
many of the chief cities as you can, not merely 


New York. 


4. Decide how you are 
product—for a small 


going to distribute your 
manufacturer it may be 


more practical to appoint an agent than to set 
up your own organisation. 


*% From an open letter to a British manufacturer 
published the News Bulletin of the British 
mmonwealth Chamber of Commerce inthe U SA 


cnannels of enquiry, eg the 
Commercial Branch of the 
Foreign Service, the British 
Commonwealth Chamber of 
Commerce in New York, 
in process of expansion in 
collaboration with the 
tion of British 
BE TRO 
British banks 
in New York and are glad to 
make inquiries for their chents 
There is a 
information 


now 


Federa 
Industries and 
Several 


maintain 


leading 


offices 


vast amount ot 


available in the 


United Kingdom itself in the 
Board of Trade, at the Dollar 
Exports Board, in the buying 


office of U.S. retail stores and in 
those British commercial organt- 
sations which have had business 
relations with America for many 
vears. In addition to all these, 
the U.S. Department of Com 
merce and the | 
London 


S. Embassy tn 
their 
wouldbe ex 


have facilities 


open to assist 


way are capable of being sur 
mounted 

Other quite different types of 
inquiry reach us. For example 
the costs of operating an office 
of given size in the U.S.A 
names of good market research 
houses; names of some reliable 
commercial lawyers. We once 
and succeeded 
a space of grass in 
Manhattan where a lawnmower 
could be tested—a task a good 
deal more difficult in this heavily 
built-up area than might be 


even were asked 
in finding 


imagined 

To help with these tasks we 
maintain certain records In 
department 
commodity or name of a firm or 


individual which ts substantially 


the filing every 


relevant to any correspondence 
that it is 
possible to assemble quickly all 
papers on 
firms 


is card indexed so 


any given item of 


We also maintain records 


ADVERTISER'S WEEKLY 


of sales organisations which 
represent British firms or umport 
from them on an habitual basis, 
classified according to American 
and British firms, commodity 
and, where existing, trade-mark 
This set of records is duplicated 
and circulated to every British 
Consulate in the U.S.A. so that 
interested U.S.A. traders can be 
advised where to go for supphes 
There are also records, classified 
by commodities, both of po 
tential importers whose quali 
fications have been found satis 
factory, and of general market 
information 

Many British 
for items where 
established channel of 
into the USA But 
such cases our records 
valuable 


mquiries «are 
there is no 
import 
even mM 


are 


One ot 
arises, curious as it may sound, 
in the United Kingdom \ 
high proportion of our enquiries 
are madequately 
British = firms ask us to 
help them find an agent without 
giving us literature descriptive 
of their product, and still less a 
sample. In other they 
ask us to operate with only a 
frachon of the information 
which they would 
consider 
their salesmen. In 
there is little that we can do to 
help 

What ts needed in the way of 
information is offered 
price in the United Kingdom, 
which is normally 


our main dithculties 


documented 
even 


words 


certainly 


essential to one of 


such cases 


freely 


the basis for 


US. Customs duty, packing 
charges, fremht and insurance 
to New York or other US 
port: all this es required to 
establish landed price They 


will need a suitable 
of the 

practical, 
particular and the 
poses to which it can bx 


The Commercial Branch of 
the Foreign Service operates on 
the same principles everywhere 
In America 


description 
article, including, if 
samples, and of its 
value pur 


put 


the headquarters 1s 
the Commercial Department of 
the British Embassy in Washing 
ton, supported by 
New York, Chicago 
San Francisco and New Orleans 
and by C onsulates 


four man 


offices in 


all of which 
have some commercial staff, in 
a total of 23 cites. The nature 


of this service is such that the 


more work it has to do, the 
better it will do it because every 
fresh job means an imerease of 


experience and local knowle 
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ADVERTISER'S WEEKLY 


American Market 


By David James, 


Secretary Advertising Advisory 


Dollar Exports Board 


-ounc:! 


Answering questions 
from exporters 


How the Advertising Advisory 


Council aids the smaller man 


NHE Advertising Advisory 
Counct! to the Dollar 
Exports Board ts composed 

of representatives of British 
advertising agencies which have 
operating branches in the U.S.A 
and of American advertising 
agencies which have operating 
Branches in this country 

It deals with enquiries from 
free classes of intending ex- 
porters First, there are those 
Who come direct to the Council 
Raving read of the services it 
Oflers in one of the Dollar 
Exports Board's booklets on 
Dollar Sales (1. Consumer 
Goods; If Advertising and 
Sales Promotion; Tf. Capital 
Equipment Goods; IV. Cotton 
Rayon, Silk and Furnishing 
Babrics) or from some other 
@urce. Second, there are those 
€&porters who have been refer- 
fed to the Council by the 
Exports Credits Guarantee De- 
fartment. [n the third place, 
there are the questions raised 
When groups of industries discuss 
their difficulties with the Dollar 
Exports Board, at conferences 
@ttended by members of the 
Council 

Direct enquiries come from 
two types of firms those with 
an advertising agent in this 
country (but none in America) 
and those without an agent here 
The first class number very few; 
they are always referred back 
to their own agent to be sure 
that “no lines get crossed” and 
then, with the Knowledge of their 
agent, the enquiry is dealt with 
Such enquiries are almost al 
ways of a purely routine nature, 
such as rates or circulations of 
American publications. Rarely 
the request is to recommend an 
advertising agency in the US 
or Canada 

The other class of exporters, 

those who have no advertising 
agent here, are more numerous, 
and as is to be expected, are 
almost always small operators, 
from the point of view of 


advertising That they have 
taken the step of asking about 
American advertising shows 
initiative, and this, indeed, is 
the distinguishing characteristic 
of this group 

Generally speaking, however, 
they are not fully informed about 
what advertising does and how 
it does it Their general ap- 
proach is “We are doing so and 
so--now we want some advertis- 
ing in such and such papers.’ 
The idea is all too prevalent 
that an advertising agency is a 
firm which does no more than 
prepare and place advertising 
These exporters are often genu 
inely surprised when it is 
suggested to them that an 
advertising agency has material 
contributions to make to their 
export drive as regards market- 
ing, merchandising, packaging 
even customs pro- 
cedure, mark-ups, etc 

When the proper nature of an 
advertising agency has _ been 
grasped by the exporter, then, 
the first question, undoubtedly, 
which ts asked (either by the 
exporter himself, or suggested 
to him by the Advertising 
Council) ts 


advice on 


Is there a market for my 
preduct? 

In the case of a firm intending 
to export a commodity in one 
of the goods now 
being exported in large quanti- 
ties. for example, knitwear 
the answer to this question can 


classes of 


sometimes be given in London, 


where sufficient information ts 
already available about the 
prices, and quality, of com 


parable merchandise 

Where, however, the exporter 
is breaking comparatively 
ground, an 


new 
must be 
America, and the 
Council 


answer 
sought from 
therefore 
requests the American office of 
one of its members to report on 
the market possibilities This 
first answer will not, of course 


Advertising 


include a_ detailed plan of 
campaign; it will merely indi- 
cate the size of the market for 
similar goods, the price ranges 
at which they sell and any 
relevant data about possible 
resistance, from trade or public 

Sometimes (rarely, it ts pleas- 
ant to record) the answer ts an 
unequivocal “No-—-not at any 
price.” More ofien, the answer 
is a qualified affirmative: an 
indication that there would be a 
market if the price were adjusted, 
or the product slightly modified 


How shall | sell my 
product? 

In the first of the Dollar 
Export Board’s pamphlets on 
Dollar Sales “Consumer 
Goods"—there ts a pretty com- 
plete analysis of all the various 
distribution methods which may 
be used by an exporter to North 
America. These range from 
sales by means of export-import 
organisations and to representa- 
tives of American department 
Stores resident in this country, 
through the various methods 
involving American sales agents, 
and distributive agencies, right 
up to the establishment of a 
fully fledged subsidiary in the 
USA or Canada Two 
methods of operation, however, 
are not fully dealt with in this 
pamphlet, largely because they 
are only particularly interesting 
to the smaller exporter. These are 
direct mail and direct-by-mail 

It might be worth-while to 
consider these two methods, as 
they are particularly useful to 
the class of exporter now being 
considered The direct mail 
method of operation, in which 
the exporter writes personally 
to his prospect and invites a 
purchase through the post, has 
been used with great success by 
exporters selling rather special 
lines. The difficulty, of course, 
lies in the compilation of the 
mailing list (though the actual 
writing of the mailing pieces is 


also a_ highly technical job 
requiring the services of an 
expert). Many mailing lists are 


available gratis in this country 

for example, the complete list of 
American available 
in the Medical Directory of the 


doctors is 


U.S. Others can be bought 
Or there ts an alternative: an 
exporter may have his wares 


included in the catalogue of a 
British mail order house which 
is Sent to appropriate American 
households Almost without 


(Continued on page 37) 


Alex M. Lewyt 


President. Lewyt 


Corporation 


Brooklyn. New York. gives 


* SIX STEPS IN 
SUCCESSFUL SELLING 


5. 


6. 


- 
® Condensed fr 


(1) 
(2) 


(3) 


Americar 


Find out what the con- 
sumer wants. 
“All merchandising 
programmes start 
with the product”. 
Design your product to 
meet those wants. 
“Build consumer- 
preference right in- 
to the product”. 
Interest the consumer 
in your product. 
“Public acceptance 
is the greatest sin- 
gle sales help that a 
manufacturer can 
pass on to his distri- 
butors and dealers”. 
Encourage and help the 
dealer to sell. 
Give him the point- 
of-sale aids to do 
the job. 
Organisedealer promo- 
tions. Design these: 
to sell your product; 
to expose your pro- 
duct to the maxi- 
mum number of 
prospects; 
to develop sales in 
other products for 
the dealer. 
Make the consumer 
your publicityagent. 
If your product is, 
say, a vacuum clean- 
er, send a demon- 
strator to show the 
customer how to 
make the fullest use 
of it. “Make the 
buyer so pleased 
with her purchase 
that she'll talk to 
her friends”. 
om an address tothe 
Maragement Association 
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imerican Marker ADVERTISER'S WEEKLY 


Last year The 


New Yorker carried the 


advertising of sixty-seven British p 


of fine goods and serviees. The cost of this 


Now just what happens to these dollars? 


paid to The New Yorker for the British advertising. The readers of The 


see these advertisements. They pay $$ to the 


they like and can well 


ifford 


Britain then uses these $8 to balances 


The 


whole thine is a cvcle of sound, selfpropelliz nterdep 


which evervbody wins 


This shows so clearly the power of good advertising about good products in a good a 


The New Yorker prints only 322.446 paid copies a veek. Nobody 


many readers per copy 


i 


probably a lot more than you think or than 


shall ever claim. They seem to be mest 


We know that 82°. of them 


1} 


of our country. This concentration of high-incor families make The New York 


economical medium for all tvpes of luxury merchandise 


will keep $s 


THE 


NEW YORKER 


No. 25 WEST 43n0 STREET 
NEW YORK, 18, N. Y. 


space was areund S400000 


stores and dealers for the thing 


her trade in the ULSLA 


has rightly determined how 


of the people whom most of the people in the 


most fruitful markets 


New Yorker 


nd alert market 


we 


US. A. follew 


1 powe rful and 
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THE 41 PRIMARY TRADE AREAS 


los 4 
” ANGEL es 


‘ 


RANK BY TRADE AREA 


New York 2) Providence 

Chice go 22) «=~Portland 

Los Angeles 23° «Buffalo 

Philadelphia Atlanta 

Detroit Albany 

San Francisco Ouklond Denver 

Boston New Orleans 

Pittsburgh Hortford THESE 41 AREAS ACCOUNT FOR: 
Cleveland Rochester 


St. Louis Memphis 52% of the U.S. Population—1-1-48° 
eee a 58% of the U.S. Retail Sales— 1947° 
Minneapolis St. Poul Birminghom 64% of the U.S. General Merchandise Sales—1947* 
ees Spee 60% of the U.S. Net Effective Buying Income — 1947° 


Dallas Fort Werth Toledo 
Baltimore San Antonio = 8% of the U.S, Cadillac and Lincoln New Car 


ee Fag Serenennes Registrations—1947°* 
Seattle Loursville 


Kansas City 38 Omohe 82% of THE NEW YORKER’S U.S. Circulation —3-1-47 
Indronapol New Haven 
Houston Richmond *'Soles M 9 Estimot 

Orlohoma City **R_L. Polk & Co 


s@enowrt ven = 


Copyright. The New Yorker Magazine. Inc 
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JECEMBER 28, 1950 imerwan Marker ADVERTISER'S WEEKLY 
ts are the 41 most important U.S. markets. Their ranking has been determined by using 


seven indexes, each given equal weight population, retail sales, general 


erc 


handise sales, net effective buying income, Cadillac and Lincoln new car registrations, 


character of stores, and NEW YORKER circulation. 


Department of Marke! Research 


THE NEW YORKER MAGAZINE, Inc. 
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A Partial List of British Companies Advertising in The New Yorker 


Associated British & Irish Railways Joint Biscuit Manufacturers of Great Britain 


Atkinsons (Cologne ) Jowett Cars, Ltd. (Javelin Jupiter) 
Austin Motors Co., Ltd. James Keiller & Son, Ltd. 
sallantyne of Peebles Lock & Co.. Hatters 
Bell's Scotch Lotus Shoes, Ine. 
Booth’s Distilleries, Ltd. (House of Lords) Lyle & Seott. Ltd. 

; British European Airways Charles Macintosh & Co., Ltd. (Dunlop Rubber) 

British Overseas Airways Corporation, Ltd. The Manchester Guardian 

: British Travel and Holidays Board Martin's V.V.O. 

; B.S.A. Cyeles, Ltd Miles-Martin Pen Co., Ltd. ( Biro of Londen) 

: James Buchanan Company, Ltd. (Black and White) Munro & Co., Ltd. 

/ Burberry, Ltd Fred L. Myers & Son (Myers’s Rum) 
Carreras, Ltd. (Craven “A™) J.& W. Nicholson & Co., Ltd. 
Crosse & Blackwell, Ltd Nufhield (Morris Motors) 
Cunard White Star, Ltd. Piceadilly Parcels, Ltd. 

, | Daimler Co., Ltd. Robert Pringle & Son. Ltd. 

Godfrey Davis, Ltd. Raleigh Industries, Ltd. (Raleigh and Rudge Cycles) 
Peter Dawson & Sons, Ltd. Red Heart Jamaica Rum 
John Dewar & Sons, Ltd. James Robertson & Sons, Ltd. 
Cr orge Dobie & Son, Ltd. Rolls-Royee, Ltd. 
Drambuie Liqueur Co., Ltd. Rootes, Ltd. Br 
Ford Motor Co., Ltd. (Anglia) L. Rose & Co., Ltd. % 
F. P. Garrettson Company The Rover Co., Ltd. 
Greatrex, Ltd William Sanderson & Son, Ltd. ( Vat 69) 
W. & A. Gilbey. Ltd. x hweppes Ltd j 
William Grant & Sons, Ltd S. Simpson, Ltd. ( Dak Slacks) } 
John Haig & Co.. Ltd W.H. Smith & Son, Ltd 
John Harvey & Sons, Ltd. Stevenson & Son, Ltd 
Hilhouse Hats J. & G. Stewart. Ltd. (Usher's Scotch ) ie 
Huntley & Palmers, Ltd Stirling Bonding Company, Ltd. (Old Smuggler Scotch ) | 
William Hollins & Co. Lid. | Vivella) William Teacher & Sons, Ltd. (Teacher's Scotch) | 
Indian Sales Corporation (J. Brockhouse & Co. Ltd John Walker & Sons, Ltd. (Johnnie Walker) 
Innes, Henderson & Co., Lid Josiah Wedgwood and Sons, Ltd. 
Peter Jackson, Ltd. (duMaurier Cigarett: Whitbread & Co., Ltd. 
Jacuar Cars. Lid White Horse Distillers, Ltd. 
Herbert Johnson, Ltd Yardley & Co., Ltd. 


THE NEW YORKER’S complete market study is available on request 


THE 


NEW YORKER 


No. 25 WEST 4320 STREET 
NEW YORK, 18, N. Y. 
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Answering questions from exporters 


Continued from page 32 


puon it is a distinct ad- 
have the mailing 
sent from this country 

ying an English stamp 
e second method—direct- 
ail--has also been used to 
great effect by smaller and 
im-sized exporters. The 
al variation of this method 
s the publication of an ad- 
verusement in an American 
val, describing the goods 
for sale, and inviting orders to 
be sent direct by mail to the 
factory or head office in England. 
4 second variation, which has 
much to commend it in 
where the response to 
advertising cannot accurately be 
forecast, and where prompt 
delivery is a vital factor in the 
operation, is to invite orders to 
be sent direct by mail to a depot 
established for this purpose in 

North America. 

Indeed, this question of 
accurately forecasting demand 
is by far the most delicate part 
of both mail systems, and it has 
to be repeatedly and vigorously 
represented to exporters that the 
cardinal sin is to over- 
produce a demand 
which cannot be satisfied. This 
has happened in one or two 
unfortunate with most 
harmful results, not only to the 
offending firm, but also to all 
other British firms using the 
same methods Trading by 


uge to 


very 


cases 


one 


advertise 


cases, 


mail is, after all, a matter of 
trust; either the exporter trusts 
the customer and sends the 
goods before he gets his money, 
or the customer trusts the 
advertiser and sends his money 
before he gets the goods. If 
any advertiser fails to deliver 
his goods, he does something 
which tends to destroy the 
public’s confidence, not only in 
his own good name, but in the 
whole method of trading 

A thorough discussion of 
methods of distribution inevit- 
ably raises the next question 


Where shall | sell my 
product? 

To some prospective ex- 
porters it Comes as a surprise to 
be told of the possibility, 
indeed, often the desirability, of 
attacking the American market 
piecemeal instead of wholesale 
The plain blunt facts of geo- 
graphy are still, at this late stage, 
insufficiently realised 

However, there are cases 
where, with even a small ad- 
vertising appropriation, it is 
right and proper to go for the 
whole market from the start, 
rather than geographically se- 
lected markets. This is the case 
when the product has a highly 
selective appeal, cither in a 
“horizontal” sense, interesting, 
for example, only the highest 
income groups, or “vertically,” 


American Market 


appealing for example to sport- 
ing gun enthusiasts. In such 
cases (provided a suitable selling 
system has been arranged) the 
whole market can often be 
covered by means of one or two 
journals only 

“Provided a suitable selling 
system has been arranged.” 
Here, again, the same problem 
faces the exporter: he can 
either sell through selected out- 
lets—perhaps one only, in the 
major population centres —or he 
can confine himself for a start 
to one region, and get complete 
dealer coverage in that area 
The same considerations which 
affect advertising affect this 
question too 

These, then, are the three 
main questions which the Ad- 
vertising Council tries to help 
the exporter to answer. There 
are myriads of others, but most 
of them spring from these three 

“when™ to advertise, for 
example, depends on the pro- 
duct, the area of the market, and 
the type of outlet handling it 


Obtaining cover for 

trading risks 

One word now about en- 
quiries handed on to the Council 
from the Exports Credits Guar- 
antee Department. This Depart- 
ment, as is described on page 
68 of this issue, is very widely 
known, and is prepared to effect 
insurance policies covering cer- 
tain trading risks, including the 
risk that market surveys and 


ADVERTISER'S WEEKLY 


advertising do not produce 
sufficient business to pay for 
themselves 

In order to be able to issue 
such policies, the Department 
needs to investigate very closely 
the “profitability” of the opera- 
tion, and requires a properly 
costed scheme showing the sales 
targets aimed at in the coming 
years and the methods (and 
expenditures) proposed in order 
to reach these targets. Some- 
times an applicant approaches 
the Department with such a 
scheme already prepared, in 
which case the Department 
often asks the Council's opinion 
on the advertising proposals 
made. Sometimes, however, the 
applicant has not made up his 
scheme, and in these cases he 1s 
often handed on to the Council 
for help in its preparation. 

When this happens, the same 
procedure is adopted as was 
described for direct enquirers 
One of the Council members’ 
American offices is asked to 
formulate the plan, and on the 
basis of this plan the Depart- 
ment judges how far it can back 
the exporter The particular 
questions always asked by the 
Department are “What is the 
size of the total market?” 
“How does the proposed selling 
price compare with that of 
competitors in this market?” 
and “At this proposed price, 
what percentage of the total 
market ts aimed at in the first 
and subsequent years?” 


New York shop window for British goods 

Part of the display of British furnishing fabrics, carpets, glassware, 

silverware, cutlery, china and earthenware, presented for the 
trade in the Hambro House of Design in New York. 
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American Market 


Eight ways to get sales push 
from American distributors 


MERIC AN manufacturers 
conduct sales meetings for 
their distributors and job 

bers for one purpose —to stimu 

late distributors’ and jobbers 
salesmen to push their products is) more sales 
aggressively Such meetings, dining the distributor salesmen 
when they are well conducted, and bringing them up to date on 
invariably are followed by tn- the latest jokes is all right in 
creased sales the next day. If a moderation, but all the meat 


sales meeting does not begin to 


produce results the next morning 
it never will 

The objective of every sales 
meeting, first, last and always 
Wining and 


ter 


BRIEFING THE FRONT 
LINE OF ATTACK 


The distributor salesman is the 
manufacturer's front line of at- 
tack. Here is Mr. Karl L. 
Gauck’s advice to manufac- 
turers on how to run a sales 
meeting for distributors. 
1. Plan your talk carefully. 
Make your points 
up well. 


2. Know your product thoroughly. 
Be familiar not only with its uses but the 
method of manufacture. Don't repeat, par- 
rot fashion, phrases from a catalogue. 


3. Be prepared for questions - 
and answer all of them fully. 


4. Give a demonstration. 
Demonstrate both product and sales aids. 
Concentrate on the fundamentals; don't be 
long-winded or too technical. 


5. Be familiar with the market. 
Salesmen want more than facts about the 
product. Tell them who wants it, where the 
potential market is in the area. 


6. Be short and to the point. 
If the salesmen’s attention lags, the meeting 
fails in its purpose. 
7. Circulate the highlights. 
Print the salient points of your talk in ad- 
vance, circulate them to everyone present. 
8. Be clear. 
Knowledge is not enough. You must know 
how to impart it to others. 


elaborate them - sum 


DecempBer 28, 1950 


By Karl L. Gauck, 


ector of Research 


arston. inc.. Pt 


adelchia New York 


Speeding goods to consumer calls for an 


hould not Fe on the table, nor 
all the stimulus come out of a 
bottle 

During the last vear, we have 
been studying the question of 
manulacturer-participated = dis- 
tributor sales meetings in various 
helds in the American market 
Our aim has been to find out 
why such meetings are failing 
to attain their objective and to 
pin-point those phases of the 
problem t which = curative 
measures should be applied. No 
attempt has been made to tind 
a whipping boy or to place the 
blame for conditions that the 
study revealed If one group 
appears to be more culpable 
than another, tt ts 


Vv conc! 
dence rather than by design 

In considering the sources to 
be tapped for information, we 
reasoned it was obvious that 
manufacturers would hardly be 
the best judges of the effective 
ness of their own part in such 
meetings. Unless a manufacturer 
keeps close watch on distributors’ 
hox-otlice receipts on hes 
product tor 30 to 60 davs after 
a manutacturer-distributor meet 
ing, he has no way of knowing 
how well or how poorly he 
presented his product story 

Hence, it was to distributors 
that we went for the answers 

For the purpose of this dis 
cussion two surveys are bemng 
used. ft ts not significant that 
they represent the industrial 
and the automotive fields, be 
cause the same disease is ap 
parently gnawing at the vitals 
of many fields, and the relation 
ship of distribution to ultimate 
sales is a fairly common de 
nominator Ky the same token 


the result of the two surveys 


wives a reasonadiy accurate 
index to what s rong vith 
nanulacturer-participated meet 


mes with dist salesmen 


efficient teaching job by manufacturers 


in many other helds in America 

In the industrial distributor 
study, 225 leading distributors 
were chosen because they were 
representative of those recog- 
nised as doing the best distri- 
bution job in every geographical 
section of our country. For the 
most part they handle the most 
desirable lines; and they fit the 
pattern that most manufacturers 
regard as ideal 

There were 100 distributors 
who responded to the question- 
naire, which asked these four 
simple questions 

1. Since the first of the year, 

how many sales meetings 
have been conducted for the 
benetit of your sales staff by 
manufacturers whose _ lines 
you handle? 

2. Of those meetings, how 
many would you say were 
(a) Just a waste of time for 
your men? (>) Fair? (c) Good? 
(c/) Outstanding” 

3 Who were the manu 
facturers who conducted the 
outstanding meetings? 

4. Comments, suggestions 


Suppliers blamed in 

most cases 

Ine preliminary findings of 
the industrial distributor study 
did not differ much from the 
tindings in the automotive field 
Of the total of 773 manufacturer 
conducted sales meetings re 
ported by industrial distributors, 
17 per cent were rated out 
standing: 45 per cent, good 
22 per cent, fair: and 16 per cent, 
just a waste of time 

As stated earlier, the purpose 
of these studies was not to find 
a scapegoat or to fix the blame 
for poorly conducted — sales 
However, for the 
sake of the record, it must be 
reported that of all the dis 


meetings 


(Continued on page 44 
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THE MONEY PAID OUT IN PAYROLLS 
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COMES BACK FAST WHEN YOU SELL TO 


THE BIG-EARNING, FAST-SPENDING WAGE-EARNER MARKET 


No other road to America’s big-carning fast-spending 
THROUGH WAGE-EARNEI 


< Market offers you these advantages: 


young shoppers for 


+ Ti Stn ¢ 
carly 30°° of all wage-earner families 
2. You reach 7,800,000 families—29.5 of all wage-earner 
imilies in urban America 
Z 3. You reach an annual income of nearly $30 billion 
QWHE/?Z CLA4 4. You reach this market at rock-bottom cost —as little as 
4 > 
. 


1... per page per thousand 


i NOTE Write 1 to Macfadden Divis f Marketing ! Re 
TURN YOUR PAYROLL DOLLARS INTO HOMING PIGEONS hf Ar Toda f te 


Be 
mm wrwen 
a iA LS — 
4 | | 
2a A y >, Vs whl s 
= v r= a 
* 
RB 
: EEE 
; ELL THE FAST-SPENDING WAGE-EARNER MARKET AT ROCK-BOTTOM COST! 


ADVERTISER'S WEEKLY — 4merican Market : Decemper 28, 1950 


Keep this important fact in mind 
In America it is not so much the quality magazine circulation 


you buy as it is the waste circulation you do not buy. 


More than half of Newsweek's circulation lies in the group 


earning £1,800 and over. And this is a concentration 


of buying power unequalled by any mass weekly. 
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and insurance, twice as much for clothing, household 
goods and travel, for example, as the group earning 


under £1,800... simply because they have more to spend. 


LONDON * Joshua B. Powers Ltd. 14 Cockspur Street + London $.W.1 


4merican Market——ADVERTISER’S WEEKLY 


B U L L’S as EYE FOR BRITISH BUSINESS 


... the two out of ten in America 


earning over £1,800 annually 


Quality and price go hand in hand with higher income. 
British workmanship and prestige command higher prices. 
Therefore sales effort should be channeled toward that 
part of the U. S. market best able to afford those 
quality-earned higher prices . . . the 22% of America’s 
families earning £1,800 and over .. . 

the Top Fifth that controls 


48% of all U. S. spending. 


What does this Top Fifth mean to you? 
The 22% of America’s families earning £1,800 and over 


spend three times as much for motor cars 


NEWSWEEK 
NEW YORK + 152 West 42 Street + New York 18 


MAGATZINE O F 


NEwsS SIGNIFICANCE 
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America’s third market—and far above 


average in buying power* 


Dectmpek 28, 14950 


Philadelphia City and 
Philadelphia City Retail Trading Area 


People 1,931,334 3,844,960 


Families 506,980 1,000,052 


$2,209,000,000 $4,062,000,000 
Total Effective Buying Income (after taxes) $3,682,000,000 


Retail Sales 


$6,638,000,000 


Effective Buying Income Per Family (after taxes) $6,037 $5,345 


(This is 35% higher (This is 19% higher 


than U.S. average) than U.S. average) 


Sell this market with advertising in 


The Philadelphia Evening Bulletin 


i. the Philadelphia city zone. The Evening Bulletin is read in more than # out of 5 
homes and reaches 98.000°° families. This t a 127.000-family lead over the 2nd daily 


newspaper... . In the Philadelphia city and retail trading area, The Evening Bulletin 


is read in almost 7 out of LO homes and reaches 693.000** families—a lead of 142.000** 


families over the 2nd daily newspaper... . tn 1949 The Bulletin doubled its advertising 


leadership and tripled the advertising gain of the 2nd daily newspaper. The Bulletin 


led by more than 2 million lines of advertising. 


*Source: Population, LS. 1940 census. Retail Sales and Buying Power 


Sales Management, [949 
**Source: Publishers statements to the 


Audit Bureau of Corealations for six months ended Mareh 31, 1990 
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LPH 


The following list of publications contain market 


facts and many other useful data on Philadelphia. They’re 
available to you free—send request on your business 
letterhead to Mr. Harry Keller, National Advertising Mgr., 


The Philadelphia Bulletin, Philadelphia 5, Pa., U.S. A. 


The Philadelphia Bulletin’s Standard Market Data 4 Phe Philadelphia Bulletin’s Drug Route List—a 104- 


Form for Philadelphia —prepared in conformity with 


page book covering the routes and sales areas in 
standard market and newspaper data forms of the 


Bureau of Advertising, ALN.PLA. and the American 


Association of Advertising Agencies. 


Philadelphia and suburbs. Data includes names and 


addresses of drug stores and patent medicine stores 


Also facts on wholesalers and chain drug groups. 


The Philadelphia Market—a 26-page book that gives 


The Philadelphia Bulletin’s Food and Grocery Diree- 
all the available data for the entire retail trading 


tory, a 1O0-page book listing officers and buyers of 


area, dividing the city inte seven sales areas, and the grocery chams and supermarkets, retailowned 


each area inte routes 


warehouses, wholesalers, voluntary groups, manufae- 
turers’ representatives and food brokers in the Phila- 
3 The Philadelphia Bulletin’s Grocery Route List—a delphia area 
192-page book covering the routes and sales areas m 
Philadelphia and suburbs. Data includes names. 6 The Philadelphia Bulletin’. 1950 
addresses and pertinent faets about grocery and 
deheatessen stores. 


Almanac — useful 
facts on Philadelphia, Pennsylvania, New 


Jersey, 
Delaware and U.S.A. Contents range from Philadel- 
plia commerce and industry to Philadelphia weather. 


Local and national market data vital to advertisers. 


Qn Philadelphia nearby everybody reads The Bullélin 
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American Market 


Eight ways to get sales push 


from American distributors 


Continued from page %% 


tributors responding to the 
questionnaire, 81 per cent blamed 


manufacturers for the poor 
meetings. A number declared 
that because of unfortunate 


experiences, they were definitely 


limiting their participation in 
such meetings They are co- 
operating only with manufac- 


turers who have demonstrated 
their ability to conduct meetings 
which increase distributor sales- 
men’s orders. Others indicated 
an inclination to discontinue all 
meetings in which manufacturers 
participate 

In analysing the many com 
ments from distributors, the 
universal theme that compelled 
attention demand for 
improved performance from 
suppliers 

Some of | the 
beefs were emphatic, 
were pungent, and still others 
were belligerent 


was a 


distributors’ 
some 


Specific ideas for 


improvement 
To keep the story on a 
constructive plane, however, 


comments in the categories just 
mentioned are not 
directly. Rather, they are inter 
preted to give them construc 
tive emphasis and thus point out 
specific ways for improving 
manufacturer-distributor — sales 
meetings and for making them 
even more effective sales tools 
than they have been in the past 
Here ts the list of suggestions 

1. Talks to be given at such 
meetings should be thoroughly 
organised, with the points to be 
well outlined, carefully 
the the 
well summarised at 


quoted 


made 
covered in course of 
talks, and 
their conclusions 

>. Those who speak at such 


meetings should be thoroughly 


familiar with the uses of the 
company’s products and how 
they are manulactured These 


speakers should be trained to 


impart the knowledge intelli 
gently to thew audiences. It ts 
not enough to repeat, parrot 


fashion, a few briet phrases from 
a catalogue 

+. Speakers 
pared to answer fully all 
fired at them 
When a 

unprepared, he 
his 


should be pre 
ques 
the 
speaker ts 
has 
and 


thons from 
floor 

obviously 
audience, 


already lost 


might better have stayed cway. 

4. Sure-fire demonstrations of 
products or sales aids and their 
uses are a “must” when these 
are on the programme. Such 
demonstrations should never be 
technical or too general, 
lest they fail to help the dis 
tributors 


too 


salesmen to do an 
effective selling job. Unless 
distributor salesmen are tech- 


nically trained men, long-winded 
technical explanations generally 
are over their heads and do not 
give them a quick grasp of the 
fundamental product character 
istics and applications; hence, 
they fail in their primary pur 
pose, which is to show distribu 
tor men what to sell and how to 
sell it 

5. Make sure that the manu 
facturers’ presentations are not 
confined strictly to information 
about che product. Vital parts 


of the picture, from the dis 
tributor salesman’s point of 
view, are Who needs _ the 


product, and what its potential 
market is in the 
area With this 
plus a thorough understanding 
of the product, he will know 
where to look for customers 


distributor's 
information 


6. Short meetings, well-plan 
ned and efficiently 
are better than long-drawn-out 
which 
covered, 
the 
and 
assimilate 


conducted, 


much 
the 
salesmen’s at 
they 
all 

The sales 


sessions =n too 


ground is with 
that 


lags 


result 

tention cannot 
possibly the in 
formation presented 
cannot make 


they 


use of in 
unable to 


men 
formation are 
remember 

Prepare in 
printed resume of the 
for person present, 
lining the sahent points to be 


advance a 
mecting 
each out 
presented, so that the distribu 
tor their 
important 


salesmen can refresh 
the 


facts they need to help them to 


Memories on 


sell 

8 It is most important that 
the manufacturers’ salesmen at 
meetings with distributor sales 


men should understand potential 


markets.* and all the other 
essentials to successtul selling, 
and, again, should be able to 


impart that knowledge with the 


*The data a potentia 
van prodtucts itt \ a 
mark ad availa K 
exy 


a4 


Lack of under- 
standing of elementary educa- 
tional processes often is at the 
bottom of an unsuccessful sales 
meeting and the failure to create 
the sales enthusiasm needed to 
effect substantial improvement 
in distributors’ sales of manu- 
facturers’ products 

It is interesting to note that 
only a distributors com- 
plained that suppliers’ salesmen 
lacked a flair for showmanship 
or oratorical eloguence. They 
seem to recognise that oratory 


utmost clarity 


few 


of the silver-tongued variety 1s 
not an adjunct to 
successful salesmanship ; further- 
more, they do not expect those 
things. What they do expect, 
and need, ts suppliers’ represen- 
tatives who know their products 
and their markets and who 
understand the ABC's of edu- 
cation well enough to impart 
that knowledge simply, clearly 
and forcefully 


necessarily 


More than catalogue 
caddies 
These distributor studies re- 
vealed quite clearly a number of 
points which manufacturers 
should recognise and constantly 
keep in mind when planning 
meetings with distributor sales- 
men Some of the important 
ones are listed here 
1. The distributor salesman 
is the factor by which the 
manufacturer's salesman mul 
uplies himself in his territory 
2. The distributor salesman 
is the manufacturer's front 
line of attack 
3. Competition ts not mere- 
ly the immediate competitors, 


but rather all those other 
manufacturers whose — lines 
the distributor handles 
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4. The distributor salesman 
is not just a catalogue caddy 
He is an intelligent, resource- 
ful individual whose capa- 
bilities deserve cultivation. A 
distributor salesman sells what 
he likes and he likes what he 
understands 
In order to sell efficiently, a 
distributor salesman must ap 
preciate what the product is and 
what it will do, as well as why, 
where, how and to whom it can 
be sold. Here the manufacturer 
must and assume 
responsibilities as an educator 
and a practitioner in the art of 
communication. This is where 
it becomes essential for the 
manufacturer to learn the tricks 
of the teaching trade and 
conscientiously train those who 
are to train distributor salesmen 
The wisdom of teaching sales- 
men to present information 
concisely, compellingly and, in 
useable and understandable form 
is obvious 

Perhaps one answer to the 
whole question of manufacturer 
distributor relationships could 
be found in a new philosophy of 
American business That the 
manufacturer and the distributor 
must walk together on the same 
side of the street as business 
partners. While the distributor 
is an independent operator, the 
manufacturer has much to gain 
by regarding the distributor as 
his sales manager in the field, 
and the distributors’ salesmen as 
his salesmen 


recognise 


In designing manufacturer- 
distributor meetings there is one 
acid test that British exporters 
can use to prove whether or not 
they have the right answer: Does 
it help the American distributor 
salesman to sell more goods? 


Furnished entirely with products from Britain, this executive 
office in the Hambro House of Design in New York provides 
an impressive atmosphere in which to welcome trade buyers. 
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American Market 


ADVERTISER'S WEEKLY 


By Walter Weir, 


President 


New York 


Where budgets are small, a group 
campaign would pay dividends 


MINCE the close ot the war, 
our agency has been ap- 
proached by two British 

motor car manufacturers —each 
interested in cultivating Ameri 
can sales for his product 

Each of these manufacturers 

with a realistic and refreshing 

apologised for the 
smaliness of his projected 
budget. And perhaps because 
of the smallness of the budget, 
professed an interest in 
only a limited sale—to sportsmen 
those in the upper 
income brackets who might feel 
t a mark of distinction to be 
seen driving an imported car 


modesty 


each 


and to 


Case for ambitious 
planning 
It is, | suppose, characteristic 
of American advertising men to 
think tn large terms; to envisage 
nass Sales on a broad, national 


scale And British manu- 
facturers, aware of this, may 
consider it prudent to warn 
American advertising agencies 


that their goals, like their bud- 
gets, are extremely modest 
Yet. in my humble opinion, 
British motor car producers, in 
particular, could well afford to 
nk and plan in more am- 
sus terms For American 
ers to-day are far from 
stied with the new cars being 
ed them by the American 
ifacturers—especially at the 

es they are having to pay 
They complain of inferior 
kmanship, faulty assembly, 
le construction and skimpy 
rial A common gesture 
mg mew car Owners in 
erica to-day is to rap a 
or a mudguard with their 


kles and remark on the 
ess of the steel—ruefully 
paring it with the steel in 
re-war Cars 

explanation or defence 


has been made by the American 
car manufacturers. Their atti- 
tude has seemed to be that the 
American motorist, hungry for 
a new car, would buy anything 


and be satisfied with it And 
they have been 50 per cent 
right. American motorists have 


bought anything but they have 
not been especially satistied. In 
fact, they have been openly 
critical They have had little 
choice as far as quality ts 
concerned Their choice has 
been limited largely to name 
plate, colour, body style, length 
and weight 

It seems quite significant, too, 
that most of the American car 
manufacturers, in their advert- 
ising, have been placing chief 
stvling Kaiser 
Frazer, a newcomer, from which 
the public might very well have 
been led to expect something 
different, did not—as it might 
have done—re-run the Dodge 
advertising of the early thirties, 
in which Dodge cars were shown 
withstanding all kinds of tortu- 
rous treatment, thus proving 
their dependability Instead, 
Kaiser-Frazer has concentrated 
on style—competing on an 
equal basis with the longer 
established makes when its one 
hope was to compete on an 
unequal basis, offering some- 
thing the other cars were failing 
to provide 


Stress) on 


Praise for British 

quality 

No American car to-day en- 
joys a reputation, as Dodge 
once enjoyed, of being more 
sturdily built and hence safer 
and more dependable than 
competitive makes In fact, 
with the possible exception of 
Cadillac, no American car to- 
day enjoys a reputation for 
being sturdily built News 


ant } o 


Walter Weir 


Inc 


Division into price categories would do 


the selling job for individual products 


A small advertising budget is 
much less than adequate to cover 
the U.S.A. Mr. Walter Weir puts 
a strong case for British manu- 


facturers pooling their budgets and selling on a 
co-operative basis. A good, strong, combined effort 
would prove more beneficial than small, scattered, 


individual efforts. 


Separation of the products 


advertised into various price groups would elimin- 
ate competitive overlapping. Through increasing 
the scope of the market for each manufacturer, 
individual selling costs would be lowered. 
Provocatively, Mr. Weir quotes the case of 
British cars and asks: Are British car manufacturers 
missing the boat? In his opinion, Americans are 
far from satisfied with the new cars being offered 
them by American manufacturers. Why not sell 
the British car in general as a better made product? 


photographs of accidents do not 
help, either — with vivid evidence 
of torn rather than smashed 
bodies. (The automotive, not 
the human variety.) 

This, it seems to me, offers 
British car manufacturers an 
unusual opportunity to sell on a 
mass rather than a class scale 
For British goods, of all kinds, 
do enjoy in America a reputation 
for quality, for durability, for 
craftsmanship of a high kind 
And those few Americans who 
do own British cars are lavish in 
their praise of them—not just 
in terms of performance or 
economy but in terms of quality 
workmanship and excellence of 
materials 

The United States, of course, 
is a large country —and a small 
advertising budget 1s much less 
than adequate to cover it. How- 
ever, because of the circum- 
stances, British manufacturers 
could pool their budgets and, 
on a co-operative basis, se// the 


British car in general as a better 
made product and depend on 
the various price classifications 
to do the specific selling job 
for individual makes 


A two-page spread in The 
Saturday Evening Post, for 
example, could sell the idea 


that “British cars are really built” 

and individual illustrations of 
12 or more British makes, in 
different price categories, could 


offer readers their selection of 
the car best suited to their 
mcome 


Almost certainly, such a co- 
operative effort would increase 
the scope of the market for 
each of the manufacturers—to 
a point far beyond what any of 
them, individually, could afford 
to reach. And, in doing this, 
their individual selling costs 
should also be lowered —for now 
they would be going after the 
entire market, not just a small 
and circumscribed portion of it 


(Continued on page 51) 


ar 
7 
ey 
Re. 45 
bi 
% as 
al. 
i? 
i 
i's %. 
ra 4 
yin Ft 
yo 7 
ig its a i 
oe we 
Bie: 
i. 
ns i 
es 
i; ae 
if 
1g ee 
i P| 
a 
- i 4. : 7 
i. a 
ied ’ 
ae 
ee 
dai A ——“C‘CSC‘isSC 
ar 
afatt 
si 
oe 
ee 
a 
es 
4 
ns 
—_ . 
eee, “(a f 
fae 
jee 4 
pat } 
Pica” 
Ea 
ig 
. 
ea. 
eis 
S 
ree 
rack ie 
tS Y a 
“ 
» 
bi 
a a _ _ : 
P 
= = 7: ae meee id 


ADVERTISER'S WEEKLY tmwrican Market Decemper 28, 1950 


iat. oA eee 


Sse GF 


od coun Ue wits Wt 


pdm oe 


Figeres Are Based On Audit Boreas Of Circelation 


BOER 


BA 7 ine RE ca ee ihe sy te eh cane te : as ~ ; ahr 
_— a ee 
. = e Bone 
s a a 
i . . 3 Ran © 
; fel eA: 
\ : 
; . ‘J : 
of PAR es eect o Be 
* at ; bs rs 
| encan 
. ‘ 4 - ae 
‘ie 5 . ' \ 1 U : : - 
a '2 ia @ «ae - 
es ; : s eS * % oh Bers 4 ‘ 
nor vag! ra - ‘ “ x + a 
} +4! _ s Teg re 38 ph * a 3 rye 3 ons 3 4 . i 
‘ ¥ , , « ao fl aa —_ - = " " rte 
Se Ge ae See i 4 
\ tes __— a 9 ise te A : x 
4 il r sy ne a I = 
) 2 Co t ai 4 ; hd 
; { eY s - % ‘ig 
ny se ¥ ° » oe Pac 
4 3 wer: 7 ra ; - | 
: , 2 ghee a va ow 
‘il : } , ! ah | # commusrs ane TS . = 
' = ¢ e*? “| 4 2 . 3 
é oe: ** % hg Y in iP 2 Fae ; : 
; foe V Va ens cle ; 
: i LG 3 . a r ~ aN : 
&§ ‘{ a 22 Voss URI ame Oy a a SB ‘= 
— d ta . 1 Sa Ce ae fk ge A pe 2 8, a 
7 | Nee he a .; - 
: * . b F 4: my F ace". x : — i ~ ee 
| : Sw La WM PANO : 8 
: x 3 . = we ee ' 4 \ - io Butt td 
3 » ~ Va pe - () Ba ai , “a - 
4 $ 3} ®} . 5 5m 
. ’ em CHARLIE MCCARTHY: = ” el... —_— 
; bn- PUNKS: Dergee ‘ -” bal 4 
: 1 TOENAGE Peter ae a; —_— 
reteoe To ie a @ — 
ag A A City Tries - mee ~< a e * 
. a +, j te ae oie / 
og Raa >, \\y ? Z — + wet siete . 
‘.. ‘ a ; , - s a a8 : 
. 3 = q 1% oe ; 
: 2 tees “ BR oes ig 
Sar 4s se “a ke io F 
Wis ee e) é 
| : ite fe 
x 3 abode 8S ee Es L. 
< {pt — gon te caer come ate : 
: 
“4 : —_ yee | 
eee a a 
——— 7" 


Decemarr 28, 19 


et ADVERTISER'S WEEKLY 


mermun ark 
= et | mt. : é = j BAby 
ering eae, ger eather eae baled Baise bie moose Sj yy TD PRA SRRT S 3 cs Wk Oe 6a ge ty thy B ‘ ae 5 


zm MERI ‘ at 
THE Ai CA CAN MAGAZINE, today, as for more than 40 
years, is America asked, greatest general family magazine. Every issue is 


packed with 1 Aa gC and inspirational articles. More 


ee NE ee on every Meenas Sand hey re re 
2,249,000 men 
A total audience of 5,064,000 


ae ie ae : 
CoLLIER’s aggressive editorial poticy of outstanding weekly 
articles aimed at a better Amierica, plus top flight fiction (including 


am British author:) continue to give it leading readership in the general 
= SORT ee «| is COMME As vis Fe a6's gine + 5 3,388,000 women 
3,323,000 men 
A total audience of 6,711,000 


fields of home service, personal service and public service. With one of 
be the largest cirenlations of all magazines it goes into the homes of over 
ew, oe agi aaa de tab 4,824,000 women 


1,368,000 men 
A total audience of 6,192,000 


FOR COMPLETE MARKET INFORMATION—WRITE OR CABLE 
Crowell-Collier Publishing Company, inc. 


640 FIFTH AVENUE, NEW YORK 19, N.Y. 
CABLE ADDRESS WOHCO 
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The Boston Globe 


Is New England's Foremost 


Travel ldlvertising Medium 


r 
W HEN you advertise in the New England market you will find 


the Boston Globe to be New England's most effective advertising 


medium. For example. for the past five years the Boston Globe 


has carried more lines of Hotel and Resort advertising than any 


other Boston newspaper. It has for many years been first or 


second in every major classification of advertising. 


May We Help You in New England? 


Whether you are advertising to 
sell British goods in New Eng 
land, or to bring New England 
tourists to Great Britain, The 
Boston Globe Market Research 
Department will be please do te 
help vou. Available is a great 


deal of information on the New 
England area and. for the Metro- 
politan Boston area, which is 


New England's primary market, 


detailed maps showing popula- 
tion distribution, shopping cen- 
ters, and other vital information. 


(For further information about New England or the Boston Globe, 
please write Mr. John FP. Reid, Director of Advertising.) 


Boston Globe, 244 Washington St., Boston 7, Massachusetts 


The Boston Globe 


MORNING 


EVENING 


SUNDAY 
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American Market 
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By Leslie Levi, 


President 


New York 


How to profit from trade shows 
to reach a specialised market 


years ot 


HE past 25 
business history in the 


United States have been a 
period of tremendous develop- 
ment of the art of exposing 
goods for sale in the concentrated 
market known as the Trade 
Show, or Industrial Exposition 
Such shows, open 
to the public, are attended only 
by businessmen and potential 
yuyers having a primary interest 
n the particular industry they 


usually not 


FIV 


!. BE SELECTIVE 
There is a trade 


represent 


for the sole that 


reason 


ised market for the 


positive sales medium 
The exhibitions 
and 


in number importance, 


trade associations in the United 


States, and the custom of h 


ing annual conventions of these 


Leslie Levi gives 


E “MUSTS” FOR 
EXHIBITORS 


show for every industry, 


for every product. Select carefully the 
shows catering for your special market. 


2. BE COMPETITIVE 


Exhibit only your best products: they must 
stand comparison in quality as well as 
price with like merchandise of U.S. make. 


3. BE A SHOWMAN 


Careful and expert staging is essential in 
a highly competitive atmosphere. The 
display must attract attention to the pro- 
duct, quickly explain its features, and 
enhance its apparent desirability. 


4. MAN YOUR STAND WELL 
Merchandise will not sell itself without 
help. A new generation of American con- 


sumers has to 


be “sold” on imports. 


5. FOLLOW UP PROSPECTS 


Each visitor ha 


s to register his name, 


title and the company he represents. Full 


lists are availab 


le to exhibitors for ade- 


quate follow-up sales efforts. 


They attend the show 
they 
themselves constitute the special 
products 
which are there displayed. Hence 
the success of these shows as a 


themselves 
are a by-product of the growth, 


vel Construction Corporation 


A quick, economical way to win first 


general acceptance for a new product 


State and national 
individuals and 
having common 


companies 
problems for 
discussion. These groups com- 
prise a rather 
market for suppliers of products 
and materials for their particular 
industry; thus the convention 
affords an opportunity for these 
suppliers to show their wares 
in favourable surroundings to 
large groups of potential buyers 


homogeneous 


America is a big 
both geographically 
terms of population 
tt adequately with advertising 
or to reach every community by 
means of well 
righ impossible task without the 
expenditure of huge 
money Hence the popularity 
of the trade show as a marketing 
medium where gather 
from an entire region—or, in 


country 
and im 


To cover 


salesmen, 1s a 


sums of 


buyers 


the case of a national show 
from all 


Many a 


over the country 
product has 
attained its first general accept 
ance through this medium, at 
surprisingly small expense 

The reader keep in 
mind that there are no all 
product shows in the USA 
comparable to the British In 
dustries Fair or the great 
Furopean International Fairs, 
or the Canadian International 
This year’s International Trade 
Fair in Chicago ts the first of its 
kind in the U.S.A., and should 
not be confused with the every 
day American trade show which 
iS aimed at a specialised whole 
sale or industrial market. The 
main reason for the success of 
their high 
specialisation their 
ability to reach a special group 
of people who actually influence 
the buying of the particular 
products on display 

All this adds up to the fact 
that for a manufacturer to 


new 


must 


our trade shows is 


degree of 


groups of 


achieve success with this sales 
medium, he must first of all be 
extremely selective in his choice 
of shows—he must unerringly 
select the ones which cater to 
his own special market I 
cannot think of a single industry 
in the United States in which 
one or more such shows are not 
available, nor a single type of 
product for which there is not a 
suitable show 


All visitors’ names are 

disted 

This plethora of trade 
shows has led to an exceedingly 
healthy movement towards a 
Strict accounting by show 
managers as to the number and 
categorical description of their 
visitors. The attendance at the 
average show either consists of 
delegates to the accompanying 


very 


convention, or is built up by 
invitation, or by a deliberate 
promotional campaign Fach 


visitor 1s required to register and 
iS given an identifying card or 


badge bearing hts name, his 
title and the company he 
represents To receive this 


identification, he must record all 
of this information at the 
registration desk in the entrance 
lobby Thus not only is the 
exhibitor able promptly to 
identify each person who visits 
his stand (we call it a “booth’’), 
but the show manager can 
tabulate the data and present 
each participant with a complete 
list of all who attended, so that 
adequate follow-up sales efforts 
may be made among those who 
are known to have seen the 
merchandise 

This presents an opportunity 
for a far quicker and more 
accurate appraisal! of the market 
than can be expected of any 
other form of advertising 


(Continued on page SO) 
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The British Automobile Show 


in New York earlier this year 
opened the eyes of many to the 
possibilities of this kind of 
selling, though it differed from 
the average American trade 
show im that tts appeal was 
directed to the general public, 
rather than the wholesale trade 
example, 
well-run, 


excellent 
how a 


It was an 
however, of 
carefully-planned exhibition can 
reach a large market by a 
quickly concentrated effort. At 
infinitely smaller 
possible for an individual British 
manufacturer to participate as 
an exhibitor in an American 
trade show catering to the 
particular people he wants to 
This writer will be glad 


cost, it ws 


reach 
to furnish a list of such shows 


upon request 


Only Britain's best 
will do 
It must be remembered 
ever, that to some degree the 


how 


popular belief in America in the 
superiority of British products 
which prevailed during the early 
decades of this century has been 
lost. The unavailability of such 
merchandise during recent vears 
responsible, tor a 


is in part 


whole new generation of con 
grown up inthe 


but even more etfec 


sumers has 
meantime 

tive in this regard has been the 
constant tendency of American 
producers to perfect their own 
have: 
high 


products, so that) we 
become accustomed to a 
standard of quality in American 
goods, leading in some quarter 
belief in our 


Whether or 


to an automat, 


own superiority, 


American Market 


not there is any basis for this 
belief is not the point: the fact 
is, it is there and must be taken 
into account 

For that reason it behoves the 
British manufacturer seeking an 
American market to send us only 
his best, for it will be critically 
compared with its local counter 
When exhibited at a show 
In juxtaposition to like merchan 


part 


Three examples of typical 
displays at American 
trade shows. 


dise of native manufacture, tt 
must stand comparison in 
quality as well as price 


Devaluation has greatly im 
proved the American position of 
the British making it 


possible to 


seller 
compete im our 
markets in spite of the handicaps 
of distance and tariffs Our 


manufacturing costs here are 
extremely high and going higher 
Unfortunately, however, some 
been noted for 


imported 


tendency has 


prices on goods to 


rise unaccountably, immediately 
after 

extent 
this monetary advantage 
a tendency is to be deplored, for 
the 
tremely price-conscious ; 
been made so by the abundance 


American consumer 


of goods at 
would be silly tor a 


manufacturer to take the trouble 


evidence that this 
with an adequate profit margin 

It hardly need be stated that 
this concentrated market which 
is provided by the trade show ts 
a highly competitive one, and it 
is essential that goods be well 
displayed if the effort is to be 
completely 
visitor to the BLL 
unaware that the art of designing 
well-planned 
exhibit is a highly specialised one 


arrest’ the 


merchandise 


such an 
diminish 
Such 


devaluation, to 


as to greatly 


is eX 


he has 


his disposal It 
British 


to show his wares here without 
adjusting his prices to a sensible 


plenty of 
is possible, 


There ts 


successful No 
can remain 


good looking 


in America that art is 


governed by certain well-detined 


a successful stand ts one 


which ts carefully calculated to 


visitors attention, 


cause him to stop for a closer 
and interest him in the 
There are tntinite : 
wavs in which this can be done, 
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by architectural form, by colour, 
light, or motion (sound effects 
are usually taboo, for obvious 
reasons). And there are many 
highly-talented and ingenious 
display designers available, who 
are thoroughly familiar with the 
requirements of a successful 
exhibit. [t must be remembered 
that merchandise will rarely sell 
itself without help—especially 
in the competitive atmosphere of 
an exhibition; if the effort is 
worthwhile at all, it justifies 
careful and expert staging. An 
interesting appealing 
surroundings, will make even 
the finest goods appear more 
desirable To sum up, the 
primary function of any display 
booth is to attract attention to 
the merchandise, quickly ex- 
plain its features, and enhance 
its apparent desirability 


setting, 


Cost justified by 

results 

In its relation to the normal 
cost of conquering the American 
market, the cost of a good trade 
show exhibit purchased in the 
U.S.A. need not be great. The 
results in terms of volume of 
sales based upon the enormous 
capacity of our. citizens to 
absorb vast quantities of mer- 
make it well worth 
“study the subject 


chandise 
while to 
carefully 

Many a small American pro- 
ducer has sold out his full 
year’s production by exhibiting 
at a single show. There would 
seem to be no real reason why a 
British producer could not do 
as well, for a well-manned and 
properly-planned exhibit at a 
carefully selected show is in 
many cases the quickest route 
to conquest of the American 
market 
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4merican Market 


By Harley H. Noyes, 


Director 


neida 


of Advertising 


New Y 


Oneida Ltd 


Ten ways to get the most from 


your advertising dollar 


How %1,000.000 loss was turned 
into ¥500,000 profit in one year 


N 1933, after suffering a loss 
of $1,000,000 the 
year, My company 


previous 
increased 
its advertising expenditure — and 
made a $500,000 profit! It has 
shown a profit every year since 


Every year for seven years we 


have spent more money on 
advertising than the vear before 
Last year, when advertising 
expenditure was nine times 


greater than in 1942, we had the 


largest dollar sales in the com- 
pany's history 
We believe enthusiastically 


n advertising. Our records prove 
that it pays handsomely 

Most of our advertising is in 
magazines. How do we try to 
get the 


using dollar”? Here are 10 points 


most from our adver- 


of our advertising formula 
1. Advertising is a valuable 
permanent investment. 

We look upon 
tising Campaign as 
property 
paigns 
investment 


adver- 
property 

Advertising cam- 
much 


every 


Our 
are as 1 capital 
as much a tangible 
investment as a 
factory 


wink on our 


2. Make up your mind slowly 
and be slow to change it. 
We consider 


every campaign 


and every magazine — with one 
question in mind, “Is it good 
enough to stick with ?”* Since the 
middle of the war, every one of 
our campaigns held per- 
sistently to its theme for at least 
We have not added a 
magazine to our list 1940 
We 
re not casual about getting into 


has 


wo years 
since 
$ not on the list today 


that 


magazine Hhecause, once we 
spending money in it, we 

ww we are going to be per- 
stently stubborn in sticking 
t long enough to make a 
ng impression on its market 


» get our full dollar's worth 


the Advertising Federot 


Harley H. Noyes 


3. Maintain the highest quality 
Standards of preparation. 
Do not compromise with 
quality, regardless of cost in 
art work, blocks or copy prep- 
aration, 
4. We believe in full pages . . . 
bleed pages . . . colour pages. 
In the past ecight years, we 
have run no pages that were not 
full pages and, in the last five 
years, no pages that were not 


bleed pages. In 1949, 60 per cent 

of our pages were 

bleed. 

5. Stay out of a medium until 
you can afford continuity and 
depth. 

We are fundamentally great 
believers in the judgemat of 
our They have the 
time and know-how to analyze 
adequately our potential market 
and to recommend the media to 
reach that market within our 
appropriation. We simply insist 
we do into « medium 
into it with 
enough insertions to make an 
impression in that market 
6. Top artists... big display of 

brand name . . . short copy. 

Big arts “pay off”—big 
smiling faces; big romantic 
faces, always with top quality 


four-colour 


agencies 


not go 


until] we can go 


artists, always with a big display 
of the brand name, always with 
short copy. We are great believ 
ers in making frequent impres- 
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sions on girls who casually leaf 
through 4 magazine—-“page 
turners”—and if we cannot stop 
them fully because they are not 
yet in the market for silverware, 


we make a definite effort to 
leave some constructive im- 
pression 


7. Women on our Plans Board. 
Without discounting at all 
the colossal proportions of the 
male mind, we like the women’s 
viewpoint in planning a complete 
campaign, or single advertise- 
ment. We have women on our 
plans board and constantly poll 
a “Jumor Council” of 200 girls 
in our age bracket. We are 
definite behevers in the feminine 
viewpoint. Women-—and only 
women know how much ro- 
mance to mix with selling 
8%. Our basic appeal is to our 
basic market—youth. 

We key our basic appeal to 
youth. We believe in. getting 
them while they are young and 
appealing to the romantic side 
of their nature. With girls in 
the younger age bracket, at 
least, romance kissing 
holding hands and all that 
sull has not gone out of style 
9. Get good position. 

We are quite fond of mght- 
hand position closely following 
editonal content. We are en- 
raptured with the third cover, 
violently in love with the second 
cover, and enthusiastically pro- 
pose to the fourth cover. 
10. Spend more money. 

We believe in spending money 

and frequently a littl more 
than it seems we should 


Where budgets are small... 


(Continued from page 45) 


Not only ts the quality factor 
in favour of the success of such 
a move —British prices, despite 
duties, are also in favour of it 
There is no longer an inexpen- 
sive American motor car. And 
the two lowest-priced cars — the 
Crosley and the Nash Rambler 

are small the same 
sense that the British low-priced 
cars are small. In fact, it is to 
be doubted that the American 
motoring public would shrink 
from a to-day 


cars im 


small-sized car 
as violently as it did when the 
“baby Austin” 


many 


so called 
introduced a 
Size 


was 
good 
without quality 
reduces reverence for size 


years 
ago 


In appearance, of course, the 


British cars have another selling 


advantage they /ook like cars 
There is one American model, 
for example, that is jokingly 


the bathtub of 
which ts a typical 
American exaggeration because 
actually, it looks like an inverted 
bathtub of yesterday 


referred to as 
to-morrow 


It may seem strange -even 


traitorous in these times —for 
an American advertising agent 
to pomt out, to 
petitors, the weaknesses of 
home-built products 
the American 


strongly 


foreign com 
However 
character is 
individualistic and 

perhaps because it is so inter 
ested in 
things 


material 
react 


acquiring 


inclines to more 


as a consumer than as a pro 
ducer. In addition, it is fervently 
wedded to competition and 
stubbornly believes that nothing 
is more imducive of 
prices and improved 
than a struggle among 
manufacturers for consumer 
preference. And up to this point 
in American history, that belief 
has been borne out in countless 
ways It is entirely possible 
that broad inroads on the 
American market by British 
made cars would result in an 
improved American product 
Meanwhile, of course, it is also 
possible that British cars would 
be selling in greater volume in 
the United States than they now 
areata time when this should 
prove most desirable in Britain 
It is certainly a that 


lower 
quality 
many 


move 


British motor car manufacturers 
could well ponder 
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Important 
Magazine 


eading business executives ... bankers .. . educators . . . doctors. . 


REET 


. editors . . . men and 
yomen listed in ‘‘Who’s Who” have recently voted TIME the most important magazine in the 
Inited States—and their own First Choice of all the magazines they read. 

{ere is your foremost market for British goods and services—more than 1,500,000 well-informed, 
vell-off families who turn to TIME each week for news of all the world with a special interest they 
ive to no other publication. 


‘OR YOUR INDUSTRIAL AND CONSUMER GOODS 


‘or advertising information: TIME, Dean House, 4 Dean Street, London, W1. 
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How a world-wide 


ne a ey RAI CRE Es “hee 


SOME OF McCANN-ERICKSON’S 
200 CLIENTS IN THE AMERICAS: 


The Barrett Division, Alied Chemical *2 Dye 
Corporation 


California Packing Corporation (* Dei Monte” ron 
Foods ) oi 
Chesebrough Mie. Company, Cons d (°V aselin ‘ 

Chrysler Corporation ie 
i 


Coca-Cola Export Corporation 


Congoleum-Nairna, In 


Ltd 
International Harvester Company 
Lehn & Fimk Products Corporaty » 


The Maytag Company 


Home Products Internationa: 


National Brscutt Company 
Im 


Company 


Schenley Industries, 


Standard On Nece Jersey 


Stott & Company 


Tampax Incorporated 
Wim R 


Westinghouse Electric C 


Warner Internationa, 


rporation 


ii ~¢ ." 

liy fy ao é 

a ae eft 

me | Sal a 
|S 
te, 4 ’ 2 

= =u — ‘ 
~ =) «es == : 
4 | ee » \_ iF fmt o 9p. (— = 
— %: i ORs <— 7 

— nao t 
ee f om ‘ 
i ia 
ae ~ 7 a 

* — 


Decemner 28, 1950 $$ dmerican Market— ADVERTISER'S WEEKLY 


American Advertisin g 


A gency can help 


you bring in 


dollars... 


McCANN-ERICKSON OFFICES (see map) 


McCann-Erickson, London, can be your point 
, NEWYORK 2BOSTON' ; CLEVELAND of contact and direction for your advertising 


¢ DETROIT 5 CHICAGO <6 PORTLAND, campaigns in the dollar market. 
Ore. »>SANFRANCISCO *s HOLLYWOOD 


9 LOS ANGELES ‘o HAVANA 11 SAN lo British businessmen with products to sell to the dollar countries, 
JUAN, P.R. 12 CARACAS 1; BOGOTA the world-wide McCann-Frickson organization takes pleasure 
» offering its services 
14 LIMA 1y SANTIAGO DE CHILE ee . 
16 BUENOS AIRES 17 MONTEVIDEO Selling to Americans has been our business for nearly 50 years 


‘SSAO PAULO +4 RIO DE JANEIRO. We have, in consequence, a wide and exact knowledge of what 


OTHER OFFICES THROUGHOUT THE WORLD makes people spend dollars, and a professional command of the 
techniques which can be used to hasten the process 


Phrough our London ofhce, you may command the skills and special 
local knowledge of McCann-Erickson branches throughout the 
Western Hemisphere. Our network includes 9 offices in the United 
The McCann-Erickson “ Studs | States and 10 in Latin America. Each is fully staffed and intimately 

| acquainted with local market conditions. Your products or services 


f Reader Interest in Magazine may thus enjoy effective representation in every important market 


} , entre in North and South Ameri 
Advertising ’ as the title of a centre rth and South America 
, , " Services offered by McCann-Erickson encompass the entire range 
filmstrip in colour (time 45 z Ass F a ae 
: of arts and sciences involved in modern, aggressive selling. They 


minutes), which we shall be include market research, attitude research, pre-testing of copy 
, . | and art, merchandising, packaging, sales promotion, and the 
lad to show by arrangement in : : 
= eee x 6 planning and execution of advertising campaigns in print, on the 
ur London Office fo company radio, on television, and in outdoor media 
executives interested in the dollar We should welcome the opportunity to discuss your dollar 
market advertising problems with you. Mr Hugh Mitchell, an American 
arket. 


member of our New York Board ot Directors who has 2¢ years of 
experience in the dollar market, is now resident in London and 
is available for consultation. Telephone Whitehall 5411. 


MeCANN-ERICKSON ADVERTISING LIMITED — 109 JERMYN STREET, LONDON, 5.W.1. 
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What—and how—to find out about people 'm sles denne 1 
the executive and white hal 
(Continued from page 13) urket. It ts essential that you 
inder ind those attitudes in 
tudents of behaviour who have) stand not only your major relat o your Own particular 
analysed the attitudes of this market, but how and why the — product { its Opportunities 
ection of the American public people in that market think and fo secure this information 
in tell you the answer bor react. It is not enough to have need not cost a fortune The 
nstance, one advertisement of a tatistics in regard to numbers British manufacturer need not 
osmetic product had no appeal and even sales of products in be overwhelmed by the size of 
to the readers because these your line or use by the classes the U.S. market. It ts true that 
vomen could not even remotely of consumers. [t is still more — this market comprises more than 
dentify themselves with society 
atron Mrs. George Jay Gould 
Ir. who was featured. Another 
large space advertisement made 
no appeal to them because ot 
the austere photographs of girls 99 
sho had ad the redial with * How to ” Sell 
in even more austere back the Seller 
ground 
In other words, the sales and Sales Management is the 
idvertising appeal must be answer to “What's the matter 
geared to the attitudes and with salesmanship?” This is the 
environment ot the people view of Edward R. Taylor, 
vhom it is desired to sell Sales Manager, Hotpoint, Inc., of Chicago. Teach- 
ing of salesmen can only come through good 
More facts needed in generalship, leadership, sales management. Teach 
advertisements salesmen how to sell before teaching them whot to 
Within the past few months sell, he advises. Hotpoint’s training plan includes 
there has been made a study of five sound slide films: 
the attitudes and interests of 
wave earner families toward ! GETTING ACQUAINTED WITH THE SALE 
stiverware. A full three-fourths describes the preliminary factors which are part 
of these wage earner wives say of every sale and the method for best determining 
that they look at advertisements how to get the sale off to the right start. 
of silverware This is true ol 2 THIS IS SHOW BUSINESS 
all the various age groups, both 
those who own and those who deals with the importance of showmanship and 
io not as yet own silver good demonstrations in selling major appliances. 
But, only $7 per cent feel It then shows how to carry out the idea. 
this advertising gives all of (he 3 THANKS FOR THE OBJECTION 
information they would like 
Maior criticlams were that the helps the new salesman who does not understand 
niivertionaatn de act Give the the “give and take” element in every selling 
price and that they do not give encounter, and who may be too ready to give up 
as gene the effort at the first sign of prospect resistance. 
information on the durabslity 
of the product 4 ON THE DOTTED LINE 
a deals with the “closing”; asking for the order from 
Statistics alone are start to finish in every selling manoeuvre, in every 
not enough sale. 
A correlary question gives a 
bit of further light on the att: 5 THE WORLD'S GREATEST SELLING FORCE 
tudes of these wives in wage tells how to use the satisfied owner to make more 
earner families. Nearly three in sales. 
five (S78 per cent) feel that a After this basic course in the fundamentals 
silver chest or silver drawer ts of selling, salesmen are then taught the features, 
desirable, and an additional advantages, selling points of the individual pro- 
34°6 per cent feel that It ts not ducts they are to handle. 
necessary but is a nice thing to win address to the American 
have They point out that such Management Association 
a chest or drawer keeps silver 
from tarnishing, that it keeps 
the set intact and keeps tt tron 
getting scratched Some 80 vorta tk inale the 40.0000 000) c of whor 
per cent of these wage carnet how and wi Why is it that well « 0,000,000 are the 
famihes do have some silver i certain product is used: why WARE CUP ics They are 
ware and many thers are S another product not widely histribute country 3.000 
planning to buy if ised cs oa nd more than 
In planning your sales can The US arket is not one 1,500 mile orth to south \ 
paign in the US. one of the indivadua The wage ¢ n ep idvertising one 
most upportant poh i vlet s tittle t he large ren 
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lator American publications 
costs more than $10,000 

But 
a new product 
that scale even in the I S He 


the new manufacturer of 


foes not start on 
Starts on a small scale and 
builds and expands 


The 


interests 


necessary study of the 
attitudes of this 
also. be 
done on the local or small scale 
at the start. But, if the British 
exporter ts to succeed in enter 
American 
must 


and 


potential market can 


market suc 
secure that 


It can be 


ing the 
cessfully, he 
type of information 
and 
uper 
and 


done modestly, if soundly 
planned and 

little 
money spent in finding out what 


to ask it 


carefulls 


vised First, a time 


to ask, and then how 
and second, in making a modest 


pre-test of the resulting ques 


tionnaire, will pay dividends 
many times over in the saving of 


research maney 


Finding out by area 
sampling 
There are many able tield 
organisations in the 
sull 


the manufacturer 


research 
U:S.., 
that 


crutinise and control the oper 


but it ts important 


carefully 
ation. How careful are the dis 
tribution and type of sampling 

scientifically planned? 
US. the idea of 
(that is, so 


are they 
In the 
sampling 


quota 
many 
people of each type or occupa 
being aban 


tron) is generally 


doned. In its stead 1s used what 
is known as “area sampling 
to be to get a true 


section of the kinds of people 


sure CTOSS 


Plan your research 


carefully 

Then it must be certain that 
the interviewer really does inte 
view people in the selected 
areas, and does not simply cal 


on people whom she has called 


on before and found easy to 
interview Or maybe if she ts 
too busy, does not even bothe 
to call on them because she 
knows what ther answers will 
be That is not fantastic, it has 
ictually happened too often 
ind still happens. If the researc) 
organisation is not carefully 
selected and their plans and 
programmes not carefully deve 


loped, this may happen 


If the British 


manulacturet 


to compete tor the America 
market, he will tind it necessa 

to study and understand that 
potentia warket, its teres! 
and attitudes, just the same as 
the American mufacturet ha 


to 
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Promotion plus sales 


service 


sells an un-American car 


HE M.G. Midget ts one 
of Britain’s biggest dollar 
the United 
Sales of this open two- 


earners in 
States 
Seater sports car are bringing in 
wer $159,000 a week and they 
lave not yet hit their peak 
This 


anomalies 


‘ 
t 
success 1s one of those 
which 
illustrate the 
North American 
Midget is 


in design 


graphically 
the 
The 
British 
treamlined 


vagaries of 
market 


distinctivel 


anc tl ist 


vith 


ny when compared 
American 
like the Chevrolet and 
Oldsmobile 

It ts true that 
rp 


number ot 


mass-produced 
roacsters 
this years new 
model incorporates a 
modifications 


to 


sneci- 


fical desizned cater for 
American t 
eft-hand drive 
M.G. still 
different in appearance from any 


the Americans 


istes, among them a 
Nevertheless 
the 


remains vastly 


car normally 
drive 
What then has been the 
ot 7c MG 
We 


ecret 
Midget’s success? 
that key to 


good promotion 


believe the 

been 
ried out, on the spot, in one 
American 
work 
n contract with the Hambre 
This 


teen backed up by the tirst 


area after another by 


distributor organisations 


irketing network has 
class 
cal sales and 


maintenance 
the 


Nuffield 


techr 


sistance provided by 


rt diviston of the 
rgamisation in Britain 
This combination promo 
na 

MUG 
ttocaptur hearts and 
olls of susSands ot 
can sports car enthusiasts 
Midget in 
erica Started four vears ago 
} Nufheld 
up 
ne Co. o 
f Han 


The saga of the 


ake the 
with 


Case History No. 1 


Example is better than pre- 
cept, and here is the story of 
how one British product was 
launched in the U.S.A. Two 
other British success stories 
are told on pages 62 and 63. 


the Midget in Texas and 


California 


sell 
Two of our nation 
wide network of distributors A 
the other in 
took 
of a handful of cars and 
their 


the red 


one in Texas Los 


Angeles, California, de from 
livery day s 


sent salesmen out driving photo 


yellow, blue and green 


roadsters round the towns and high-s 
cities of their areas 

In Beverley Hills, Dick Powell 
Dana Andrews Allyson 
and many others of Hollywood's 
film 
of the 
Britain 
bought 
lies 

A craze 


tom oft 


ton tu 
fired 
States 


over 


June 


colony fell for the novelty 


baby 
In Texas 


Midgets for 


new buy fron 


oulmen Spa 
their fame 
sports 

that exclusive svt 
hit tulnes 


Our sork 


own t 
American society 


the south-western states 


distributors 

the: 

car clubs for 
hill 

casual country jaunt vel 


(Chicago 


quick to 
formed Ms of 


exploit 
opportunity 
road and track 


racing 


We extended sales t 

New York 

Rex Harrison, ick 
r 


theatreland oo 


and then « 
British actor 
Broadway 


model he 


upnkee 
The 


shich 


hought im Cal 
ad sas nished 


th the 


the 
nia t friemn ee! 


peed in 


manoeusrability 
negotiated the city traffic blocks 
well 


Maga ine 


Mw“ ide | ‘ 


MGs 


been more 
problem 
inkering 
sere able to build 
spares 


MGis 


climb im Nulhiel 


where ul d 


can Mark« 


By Mark Quin, 


on Ass 
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Initial success reinforced by design 


changes to meet consumers tastes 


The T.C. model Midget, left, was re- 
placed in America this year by the T.D. 
model, shown above. Slightly larger, this 
is fitted with bumpers, bigger tyres, 
independent front wheel springing, tele- 
scopic steering and provision for radio. 


slihtly larger and mecorporates 
a number of adaptations to meet 
American taste. The T.D. model 
is fitted to take either right-hand 
It has bum 
S.A 
and larger tyres to give better 
fitted 
wheel 


or left-hand drive 


with which he pers an essential in the | 


appearance It is also 


with independent 


feature in Life 
MGs 


Francisco club on a 


timed 


showed 16 front 
San 


outing 


springing, telescopic steering 


One of them was — has provision for a radio and has 
panel 
During the immediate period 
sales of the 
British pro 
Devaluation 
off the M.G.’s 
consumer, which 
TOO 


the 


graphed whizzing between a regrouped imstrument 


spaced wheels under the 
lung body of devaluation 


of cther 
fropped 
sso0 


i giant seven before 


This picture car-—as 
the 
At the end of 18 months 
2,000 Americans « 
To-day this ft 


than doubled 


mber carriet 
ducts 
knocked 
to the 
moves 


$1800 


enthusiasts all over 


vned price 
to-day 


and 


between $1 
to 


gure has 
according 
res created a considerable area 
at the 


car owne;}r 


This price drop and the suc 
cessful Society of Motor Manu 
facturers and Traders Spring 
Show in New York have com 
bined with the modifications on 
the TD to 
higher 


outset, for every 


do his 


but here the 


likes t 
Ise 
s of the 


caine 


distributor net 
irvte lay 

up bulk stocks model boost sales 
than ever Orders trom 
Hambro 


Lous 


m every rewion selling 
distribu 
Missourt 


Corpus 


In addition, a team of nine leading 


ad maintenance tors im St 


the t 


instructing 


experts 
States 


fealers 


Hampton 
Christi 
Miami 


Anucles 


Virginia 
Antonw 
Francisco 


each 
San Texas 
San 
New York and Chicago 
100 a 


local 


stributors methods of Los 
p and repai 


T¢ 


was 


Midgect 


mtroduced 


mode! are now running at over 


rst distributors have 


SOO to 


‘ deman 


has week Two 
stockpile 


replaced this year by the ordered 


rp nicl, v 


even 


ivainst neat year 
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if youre a manufacturer of industrial goods... 


= = =§=McGraw-Hill can contact and cultivate .... 
N 


more than half \ at ctemetetne 
Sheep © eaeeiewoeindusttial workers , 
% and plants are i 
neentration of 


* ‘this map shows the intense 
£ American industry. It was devdoped as a result ‘e 


of the latest (1949) of McGraw-Hill’s continuing 

Census of Manufacturing Plants .\ . an exclusive, v 
up-to-date, name-by-name identification of r 

America’s manufacturing units. The McGraw-Hill 

ts with more 


Census locates and classifies all pl 
than 20 employees. 


Complete details on MeGraw- Hill's Census— 
showing such statistics as plant distribution by 
eniployee size groups, by major an\l sub-major 
industries, by regions, by states, and ather facts— 
are all contained in a 32-page “ Market Data 
Book”. We shall be glad to provide you With a copy. 
‘ 
yy 
a 
iss 
FIELDS AND FUNCTIONS SERVED BY McGRAW-HILL PUBLICATIONS 
: American Machinist — metalworking iidustry Engineering and Mining Journal and E. & M. J. Metal and 
% | Aviation Week . all the interest of aviation Mineral Markets = metal and non-metallic mining industries ‘ 
, j Bus Transportation — bus industrs Engineering News-Record — engineered construction field 
: Business Week management men Factory Management and Maintenance. plant operating group 
Coal Age coal mining industry in manufacturing industries 
Chemical Engineering © chemical process undustries Fleet Owner «motor truck industry 
Construction Methods & Equipment heavy construction tell Food Industries — food process industries 
Flectrical Construction and Maintenance — electrical construction Industrial Distribution .. industrial distribution and salesmen x 
maintenance, repair and modernization » ; 
4 : Nucleonics field of nuclear research and isotope application a oe 
; Electrical Merchandising appliance, radio and television dealers rien 


and distributers Operating Engineer |. power service operation and maintenance 


Blectrical West Pacitie Basin electrical industry 


engineers 


Power leading engineers in power theld 


Electrical Wholesaling = electrical wholesale distributors and } 
salesmen Product Engineering product design engineers 

Electrical World electric power field Textile World — textile indust mes } 

Electronics ... electronics and sensitive industrial control The Welding Engineer 9 welding industry 
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e 4 r. . McGraw-Hill publications offer 


an efficient and direct approach to America’s 


industrial buyers 


The American industrial market is composed of many segments— 
metal-working, chemical processing, food, textile. electric utilities, 
mining, transportation, engineered construction and many others. 


Naturally you want to concentrate on those segments offering you 
the greatest sales potential. Whatever the nature of your industrial 

e product or service, the McGraw-Hill publishing organization —with 
its vast network of business and industrial publications —can help 
you reach and sell your market. 


Each MeGraw-Hill publication is designed to reach a carefully 
selected audience of men responsible for recommending, specifying or 
otherwise influencing the buying of industrial supplies and equipment 
used in their fields. 


Complete information kiis——consisting of market and media data, 
trends, opportunities, circulation statements, rate cards—-are avail- 
able for each of our publications through the MeGraw-Hill office in 
Aldwych House. These kits will help you evaluate the market 
opportunities for the sale of your products to the U.S. Copies are 
yours for the asking. 


For further information call or write 


Export Advertising Department 
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__ ADVERTISE REGULARLY IN 
THE PHILADELPHIA INQUIRER 


Here is a mass market that offers many a plus 
tor British advertisers. Incomes are above the 
U.S. average—a great concentration of popu- 
lation lives and shops within its contines— its 
considerable diversity of interests assures pros- 


pects tor virtually every type of product. 


To cover this market thoroughly, efficiently 
and economically — advertise regularly in The 
Philadelphia Inquirer. This one newspaper 
blankets the whole area of cities, suburbs and 
small communities’... is carefully edited to 
provide complete readership . . . really reach 


the buyers! No publication published omtssde 


ITS 17TH CONSECUTIVE YEAR OF TOTAL 
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of the area can so effectively do your selling 
job—no other publication suivde the area has 
met with such continued acceptance by USS. 
advertisers. Yes—the tact that The Inquirer 
leads a// Philadelphia newspapers in advertising 


linage is proot positive that it produces results | 


Rates in The Philadelphia Inquirer are moder- 
ate— circulation is great. For the six months 
ended March 31st, 1950, The Sunday Inquirer 
averaged 1,150,000 copiese—The Daily Inquirer 


averaged 655,000 copies! 
For full details on this great market—rates and 


complete information about The Philadelphia 


Inquirer — write today ! 


*The Philadelphia Inquirer's 
circulation area covers the entire 


3rd Federal Reserve District 


ADVERTISING LEADERSHIP IN PHILADELPHIA 


Anguirer 


4dmerian Market 


ADVERTISER'S MARKET 


These British Advertisers 
Have Discovered the Way to 
Sell America’s 3rd Market... 


Since January 1949, advertising 
for these British products and 
services has appeared regularly 
in the pages of The Philadelphia 


Inquirer. 


Ambassador Scotch 
Austin Motor Co., Ltd 
Barbados Publicity 
Committee 
Bermude Chamber of 
Commerce 
Bermuda Hotels 
Bermudo Trade 
Development Boord 
Black & White Scotch 
Booth's Distilleries, Ltd 
British Industries Fair 
British Overseas 
Airways Corp. 
British Railways 
British Travel 
Association 
Thomas Cook, Ltd 
Crosse & Blackwell 


Cunard White Star, Ltd. 


Dewar's White Label 
Scotch 


Furness-Withy 
Gilbey's Whiskey 
& Gin 
Gordon's Gin 
Hoig & Haig Scotch 
Harrod's of London 
Hillman Motor Car 
Jamaica Tourist Board 
King William Scotch 
Lever Brothers Products 
Nassau, Bohamas 
Development Board 
Oxford University Press 
Teacher's Scotch 
Trinidad & Tobogo 
Tourist Boord 
Usher's Scotch 
Vat 69 Scotch 
Johnnie Walker Scotch 
White Horse Scotch 
Whiteley's Scotch 
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ADVEKTISER'S WEERKLY 


Millions more Americans now 


frvertcan Uarket “” 


By a special correspondent 


know about Irish linen 


How a group campaign exploited peak 


> URING the past year or 
so, the Irish Linen Guild 
trade organisation of the 


Northern Ireland linen spinners 
weavers and dyers, have carried 
out im the U.S.A. the 


and best-planned publicity cam 


biggest 


paign which the Guild have yet 
undertaken 

By American standards the 
amount spent about £50,000 
isnot great. Of this the Northern 
Ireland 
£20,000, 
to Ulster of such a campaign 
Much thought was given to the 
methods to be employed. To 
aid them the Guild used a New 
York 
sultants, 


Parliament granted 


recognising the value 


firm of advertising con 
Donahue and Coe. It 
realised that) while the 
ultimate objective of the cam 
paign was, of course, more sales 
in the dollar market, the immedi 


to educate a new 


was 


ae aim was 


public in the value and uses of 
linen 


Case History No. 2 
shows how agroup of manu- 
facturers can successfully 
put over a product in the 
U.S.A. Though the Irish 
Linen Guild's campaign is 
based on persistent promo- 
tion, it made good use of 
peak shopping seasons to 
increase sales. Moreover, 
every effort was made to 
help the dealer to sell. 

The campaign began towards 
Advance 
soundings of the trade indicated 


that 
operate, but only on a basis of 


the end of last vear 


stores were willing to co 


value for money. Prices had to 
be competitive, stvles right 
Eventually a scheme was 


devised which entailed persuad 


ing department stores from the 
Atlantic Coast to the Pacific to 


shopping seasons to reach a wider public 


One of the many American window displays during 
Irish Linen Week. 


National 
boost Irish linen. The entire 
fabric merchandising trade in 
the USA. was enrolled, trom 
chief executives to. salesmen, 


selling effort 
ittack 


newspaper and mag 


ima co-ordinated 
Four chief weapons of 


were used 


azime advertising, merchandising 


publicity and specialised = ser 
Vics 1 hese we te direc ted not 
only at middle-class Americans 


who had not yet been customers 
for Insh linen, but at the well 


to-do folk who had already been 


sold” on the fabre but who 
could well afford to buy more 
Donahue and Coe knew 
however, that while there are 
only some 750.000 families in 
the LSA with incomes of 


more than 10,000 dollars a year 
there are tive million families in 
the §,000 to 10,000) dollars 
imcome group and it was on these 
that the campaign was primarily 
concentrated. Therefore the ad 
vertising layouts were designed 
wider 


to appeal to a much 


public than had any previous 


linen campaign. Advertisements 


were placed mn prominent 
positions in the textile trade 
journals and in seventeen “qual 


ity periodicals and magazines 
with a mass appeal, such as 
Life hsqu Vogue, Ladies 
Home Journa Brides, Good 
Housekeeping and Harper's 


Some advertisements were full 
featuring diff 


articles. dresses, 


nages im colour 
linen 
tablecloths, table napkins, hand 
kerchiets 


ment 
Sheets, towels, tea 
cloths and so on. Others pushed 
hetore 


the eves of the American public 


the name Irish linen 


and were tollowed up by 
announcements keeping it there 
(No “ad” failed to shout about 
the countrys of orgn of the 
material.) Moreover, the adver- 
tising Was advertised: attractive 
reprints of the advertisements 


were available for display in 
stores 


The advertising was prepared 
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not only tor steady, persistent 


ull-the-year-round use, but to 


link up with peak shopping 
seasons. First, advantage was 
taken of the January white 
sales. At this time American 


housewives make most of their 
household goods 
Next January a similar drive will 
be held 


renewals of 


But the real peak of the cam 
paizn was the National Irish 
Linen Week, from May 15 to 
20. This was really a pioneering 
endeavour, an attempt to estab 
peak. It was 
to exploit the fact that 
American weddings 


lish a new sales 
timed 
so many 
take place in June, together with 
a cashing-in on the buying of 
anniversary and college gradua- 
and the 


fashions tor the late 


tion gifts display of 
spring 
and summer 
Full help given to 

stores 

Preparations tor the Week were 
very thorough. First, announce 
ments appeared in the trade 
These immediately 
followed up with the mailing of 
brochures to hundreds of stores, 


press were 


accompanied by advance proofs 
of the first advertisements for 
the Week. Stores invited 
to give linen special prominence 
in their own advertising during 
the Week 


Stores 


were 


were offered every 


imaginable kind of display mat 
enal. Ways of using local news- 
papers editorially, of obtaining 
publicity by radio and television 
films on how 


and of showing 


Irish linen is made, were also 


Suggested to the trade. Pro 
literature, carefully 


plentiful. No 


metrenal 
prepared was 
store which wished to co-operate 
in National Irish Linen Week 
could complain of any lack of 
putting its staf? 
wise to the salatility of the 
fabric and the best methods of 
displaying and selling it 


help mn sales 


The Week was a great suc less 
The Guild have since continued 


the campaign, practising one o! 
principles ot 
persistence Sales 
people are being educated Dy 
films and booklets and 


the fundamental 


advertising 


lectures 


the housewives of the future, the 


girls at school and college, are 
being given opportunities oO! 
educating themselves in_ Irish 
linen. As a result already, the 


linen mills of Northern Ireland 
are busier than at any time since 
the wi 
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cainpaigzgn to protect and 
expend the market for 
natural rubber in the 
U.S.A. was launched in Novem 
ber, 1949. It was conducted by 
the Natural Rubber Bureau, 
Washington, D.C., the American 
British Rubber 
Development Board 
Broadly speaking, the pro 


gramme was designed to fulfil 


office of he 


three major functions. First, to 
collect and make use of facts 
concerning natural rubber from 
government sources, the Press, 
industry, individual technicians 
and individual consumers. Sec- 
ondly, to inform the rubber 
growers of South-East Asia of 
the trends in US. life that would 
affect the consumption and 
demand for natural rubber, and 
to inform them also of the views 
on natural rubber expressed by 
individuals, government officers, 
and industrial leaders 

The third, and 


most important function of the 


possibly 


programme was to huild good 


will for natural rubber by 
major campaigns in opinion 
forming publications, and hy 
he publication of booklets 
provision of speakers and Press 


services throughout the U.S.A 


Appeal to consumers’ 

self-interest 

The initial stages of the cam 
paizn consisted largely of fact 
tinding surveys. The second stage 
began in January with the 
publication of the first national 
idvertusement 
the rubber industry have been 
emphasised: one, latex foam as 


Two features of 


in upholstery material; and two, 
ne use of rubber mixed with 
tumen in the construction of 
} ways. Intensive propaganda 
work has been done on both 
these subjects and the results have 
been completely satisfactory 


Building goodwill for a commodity : 
The story of natural rubber 


Case History No. 3 


To make trends for natural 
rubber through advertising, it 
was recognised that an appeal 
must be made to the self-interest 
of the American consumer. The 
conclusion arrived at from the 
consumer surveys was that the 
average American knew little 
about the merits of 
natural and synthetic rubber, less 
about the importance of natural 
rubber to the Far East, and 
practically nothing of its impor 
tance as a dollar-earner for the 
Sterling area 

“Copy” in advertisements was 
slanted to make the reader think 
about “natural rubber’, by 
featuring these words, and using 
in all advertisements, stationery 
and other media, the 
symbol of a rubber tree and a 
tapper. Other points emphasised 
were that natural rubber was 
an outstandingly useful raw 
material, and that nature and 
scrence can produce a better 
product than can erther alone 
Material was 


relative 


visual 


published = des 
cribing the research activities 
and scientific resources of the 
rubber growers 

Finally, an endeavour was 
made to identify the region of 
the earth where the natural 
rubber came from by constant 
use of a map of South-East 
Asia, which also served to 
remind Americans that S.-l 
Asia is an outpost of freedom 

All three principal 
media newspapers, magazines 
and television 


visual 


were included in 
the programme, as also was radio 

Apart from the use of national 
opinion magazines in the U.S.A., 
placed 
carrying specific ideas to specific 
areas. Altogether, some 10 na- 
tional magazines were included 
in the first schedule of advertise 


advertisements were 


; trmernan Market 


By Colin Brisland, 


ADVERTISER'S WEEKLY 


Press Officer, British Rubber Development Board 


Six months campaign in Press, radio 


Two of the 
many advert- 
isements 
used in the 
campaijn. 


ments, and in the period, Jan 
uary June, seven full-page, two 
colour advertisements appeared 
in each weekly publication. In 
the second schedule enmght 
thought-reader newspapers 
were selected and 97 additional 
newspapers in key cities, prin 
cipally those of over 100,000 
population, plus a few strategic 
regional newspapers 

Trade journals were divided 
into three categories: automo- 
tive and tyres, of which eight 
were selected, and these carried 
three full-page, two-colour or 
black and white advertisements 
the rubber industry two journals, 
each carrying five full-page, two 
colour or black and white ads 
editorial and Press journals, of 
which four were selected, each 


and television brings nation-wide results 


. 


carrying three full-page, two 
colour or black and white ads 

The radio section of the cam 
Paign was divided into a number 
of sections, two of particular 
interest 
gramme news 
commentators were placed on 
the mailing list for all general 
news releases and for special 
releases on latex 
rubberised-asphalt' roads. The 
other was the weekly radio 
programme, “How About That” 
produced by arrangement with 
the Faught Company in New 
York, with 13 15-minute radio 
programmes for use on “free” 
time by radio stations through 
out the country. This pro- 
gramme consisted of reporting 


radio = station” =o pro 


directors and 


foam and 


Continued on page 66 
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Advertiser's 
Weekly 


FOR 38 YEARS THE ORGAN OF BRITISH ADVERTISING 


Riead It! 


... for all the vital news, 
| views and opinions 
of what is happening in 
British Advertising 
Subscriptions 40/- a year (post free) should be sent to 


The Circulation Manager, ADVERTISER’S WEEKLY 
180 Fleet Street, London, E.C.4, England. 


* Advertise In It! 
... and reach every 
important national 
advertiser and advertising 

agent throughout 

Great Britain 


Space enquiries should be addressed to The Advertisement 
Director, ADVERTISER'S WEEKLY, 180 Fleet Street, 

x Advertiser's Weekly aaa : ne - 

p iy London, E.C.4, England. 

ublished by 

Business Pubhecations Ltd 

180 Fleet Street, London. E.C.4 
Tel CHAncery 8844 
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Surveys of America’s First Market 
For a clear picture of who your best prospects in 
America are—whether you wish (1) quality- 
conscious personal shoppers or (2) large-volume 


industrial buyers —send for the following studies: 


“Portrait of a FORTUNE Reader’'—A general study of the character 
and buying power of FORTUNE subscribers in personal and indus- 
trial buying. 


“FORTUNE'S Circulation by Counties, States, LU. S. Territories, 
Foreign Countries & Trading Areas"’ 


‘A Three Year Study of Car Ownership and Purchase Preference 
Among High-Income Families” 


‘Personal Christmas Gift Shopping of FORTUNE Subscribers” 


‘“*Business Gift Practices of American Companies,’* and 
“FORTUNE'S Business Gift Merchandising Program” 


“*\ Survey of Management Influence in Buying Office Equipment" 


‘The FORTUNE Market for Business, Professional, and Engineer- 
ing Services” 


Write to: 


DEAN HOUSE, 4 DEAN STREET, LONDON WI, ENGLAND 
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American Market 


By John F. Budd, 


Editor and Publisher 


Custom House Guide New York 


8 hints on customs to 
the British exporter 


HEN a British exporter 

asks what he can do to 

streamline the clearance 
of his merchandise through the 
LTS. customs, and how he can 
facilitate customs 
order to expedite final determin 
ition of the amount of duty, 
he must bear in mind a number 
of essentials which are linked to 


valuation in 


speedy service. These are 
I. Customs invoices must in 
clude all required information 
> Careful preparation of the 
INVOICES 1S Avoid 
time-consuming mix-ups brought 
on by sloppy typing, insufficient 


necessary 


space between tlems, etc 
3. Prepare invoices tn the 
same manner as a_ thorough 


packing list woud be prepared 

4. Bach package should be so 
marked and numbered that tt ts 
readily identifiable with = the 
corresponding marks and num 
bers indicated on the invoice 

S A detailed description of 
each ttem of merchandise con 
tained in each package should 
appear on the invoice 

6. When required by the US 
marking laws, all goods should 
be marked to indicate country of 
origin, as well as such additional 
information as the name of the 
manufacturer or purchaser 


Special laws may 


apply 
7. Exercise special care in 
complying with the provisions 


of any special US) laws which 
may apply 
& When 


issues hes 


the US 


mstructions 


customer 
covering 
labelling 


mvoring packing 


marking, ete., the exporter must 


he strict in following the re 
cenver S instructions 
The U.S. Bureau of Customs 
has said 
After vour shipment reaches 
the US., the consignee, with the 
aid of your will tile an 


the 


nvorwe 


entry for the goods with 


customs at one of 


entry If the 


collector of 
the ports ot 
goods are to be released from 


forthwith, an 


customs custody 


John F. Budd 


entry for consumption will be 
filed. Estimated duties will be 
deposited with the collector of 
the time dutiable 
goods are so entered 

‘If it us desired to postpone 
dutiable 
perishable or 


customs at 


release of goods 


not 


the 
which are 
explosive substances, and which 
are not prohibited importation, 
they will be placed in a customs 
under a 
The 
may the 
warehouse up to three years from 
At any 
time during the three-year ware 
period 
goods may be re-exported with 


warehouse 
entry 


bonded 
warehouse goods 
remain on bonded 
the date of importation 


housing warehoused 
out the payment of duty or they 


may be withdrawn for con 
sumption upon the payment of 
duty at the rate of duty tn effect 
on the date of withdrawal 
While the goods are in 


bonded warehouse they may be 


the 


manipulated under customs 
supervision by cleaning, sorting 
repacking, or otherwise change 
in condition by processes which 
do not amount to a manutacture 
After 


may, 


manipulation, the goods 
within the 
be exported without the 


warehousing 
period 
payment of duty or they may be 
withdrawn for consumption 

The 
for consumption or for 
house at the port of the arrival 
whether at the seaboard or on a 
they may be 


goods mav be entered 


ware 


land border, of 
transported in a bond to another 
port of entry and be entered 
there under the same conditions 
as ata port of arrival. Arrange 
ments for transporting the goods 


to an interior port in bond may 


Ob 


be made by the consignee, by 
the carrier, by a customhouse 
broker, or by any other person 
having a sufficient interest in the 
goods for that purpose 
“After an entry for 
goods has been filed with the 
customs, he will 
designate quan- 
tities for examination by customs 
conditions 


your 


collector of 
representative 
officers under T0- 
perly safeguarding the goods 

In those cases where there has 


been a failure to enter the 
merchandise at the port of 
arrival or at an interior port, 


the collector of customs ts 


empowered to place it in a 
general order warehouse at the 
risk and expense of the importer 
The become subject to 
sale at public auction if they are 
within year 
storage charges, ex 
certain 
for the 
taken 


goods 


not entered one 
Naturally 
penses of 


and 


sale, taxes 


duties, amount 


satisfaction of hens are 
out of the money obtained as a 
The surplus 


s payable to 


result of the sale 


after deductions 
the holder of an endorsed bill of 
lading covering the merchandise 


If the goods, subject to internal 
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revenue taxes, do not bring an 
adequate return at the auction, 
they become subject to 
truction 

Unless specifically exempted, 
all goods imported into the U.S 
are subject to duty. Customs 
duties are classified as follows 

1. Ad valorem duty—a per 
centage which is applied to 
the dutiable value 


des 


2. Specific duty—a_ spect- 
fied amount per unit of 
weight, gauge, etc 

3, Compound duty—one 


which combines specific and 
ad valorem duties upon a 
single item of goods, as 10 
cents per pound and 35 per 
cent ad valorem 
Complete information 
cerning customs regulations and 
all rates of duty are contained 


con 


in the annual Custom House 
Guide, which is supplemented 
by the monthly American Im 


port and Export Bulletin. The 
1628-page annual features an 
alphabetical import list of more 


than 30,000 commodities and 
their corresponding rates of 
duty invaluable information 


for the exporter to the U.S.A 


Building goodwill for a commodity 


(Continued from page 63) 


unusual and interesting items 
in the news, and each programme 
provided between three and five 
minutes’ information about nat- 
ural rubber S.-I Asia 


This programme was offered 


and 


to radio stations by mail and by 
personal contacts, and a total 
of 180 stations in 46 states and 
in the district of Columbia 
accepted the programme 
The campaign 
types of 
One was a series of one-minute 


included two 


television programme 
announce- 
the 


cartoon 
incorporating 


animated 
ments, and 
activities of a cartoon character, 
The Natural Rubber Man 
This was used to call attention 
latex foam tor 
and offered =the 
foam booklet, published 
Bureau The other 
was bv a live 


to the use of 
upholstery 
latex 
by the 
method 
dramatised interview, a 15 
sketch, with a cast of 
professional 
natural rubber 
This was followed by a 


used 


minute 
actors, dis 


and its 


two 
cussing 
souree 


demonstration of how to re 


upholster a chair using latex 
foam 

Throughout the campaign, 
each day's mail brought be- 


’ 


tween 200 and 600 letters from 
every US and from 
practically every economic level 
The estimated total mail re- 
quests for information during 
the six months of the campaign 
were well over 50,000 

Many of the advertisements 
specifically mentioned the avail- 
ability of various publications 
of the Natural Rubber Bureau, 
in particular, three: “Natural 
Rubber and You”, “Stretching 
Highway Dollars with Rubber 
Roads”, and “Convert to Com 
fort with Latex Foam”. The 
demands for these booklets 
were, respectively, 20,000, 18,000 
and 40,000, Additionally, many 
hundreds of specitic requests for 
information about natural rub 
ber and its specific 
applications were received from 
manufacturers, editors 
as from private individuals 

The cost of this campaign was 
in the region of $700,000, 
(£250,000) which was contri 
buted chiefly by British rubber 
producing territories of South 
East Asia. The agency handling 
Channing | 


State 


use in 


as well 


the account was 
Bete, Inc., Springfield, Massa- 
chusetts 
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World Advertisers Confirm 
Journals of Commerce as Successful 
Route to U. S. Business Market 


Management of the world’s leading business and 
industrial companies are using The Journals of cca iit 
Commerce successfully to sell their products and 


Get the full details on Journal of 


services in the American business market. Their | Commerce coverage in the United 

° . States--why the editorial pattern o 

consistent use acknowledges the profitable response | complete news on supply and de 

° ° mand and the prices that refle« 
being received. this sane has made The Journals of Ny 
Commerce dominant in industry : 


ind finance 


The Journals of Commerce carry more advertising 
of foreign companies than any other daily business | wewoew wu ot 
or financial newspaper in the United States. For | * ‘erredvetion 29 full pages of 


foreign ad-ertising carried during 
many years, as long as records have been kept, they | @ recent month — to show how 
foreign advertisers are using Th 


have carried more advertising of American COMpamleS | journais of Commerce successful 
than any other publication in the field. 


These two records are main 
tained only because The 
Journals of Commerce de- 
liver a profit-packed adver- 


tising response—consistent- 
ly and dependably. This ad- 
vertising leadership could 
not be maintained year- 
after- year by any other 
means. 


: Tex RevisionMeosor® 
This dynamic ACTION from Journa toft 0 Reserve's Bid Food Prices Denied House Rules Hearing 
—— qWheckerCab For New Rule Over Crodi* Koon Easing anes’ s commie’ oe 
IThe Roun’) gatg iaiitimg  c ses ot acres Ont ™ 


; ct duet Otters og 


Commerce advertising can be yours 


If you have 


The Journals of Commerce 


NEW YORK CHICAGO 
53 PARK ROW 12 EAST GRAND ave. 
citi: iiatimied waeben the NEW YORK. N.Y CHICAGO, HL 


yjusiness and i THE WORLD'S FOREMOST BUSINESS NEWSPAPERS 
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the exporter 


SY XPORT Credits Guaran- 
k= Department's new 
facilities designed to help 
U.K exporters to North 
America fall into three broad 
categories: 

1. Those which help the 
exporter to break into the 
market Examples of this 
kind of facility are the cover 
offered against losses arising 
from expenditure on market 
surveys and products tests 


2. Those which help him to 
develop the market fully; 
¢.g., cover for expenditure on 
advertising and stock-carrying 

3. Those which insure him 
against the risks of manu 
facturing and shipping goods 
in fultilment of orders 


Market survey policies 

The Department will guaran- 
tee a percentage of the cost of 
an approved market survey 
provided that a broad pre 


American Market 


Credit facilities for 


Main classes of cover 


liminary investigation establishes 
a prima facie case for one 
Premium is payable in a lump 
sum at the policy's inception 
The policy guarantees the 
exporter up to 50 per cent of the 
cost of the survey if the result of 
the survey shows no prospect of 
profitable sales; or if a per- 
centage of his sales to Canada 
and or U.S.A. over an agreed 
period of years after the survey 
fails to cover the survey's cost 
The guarantee ts conditional 
upon the exporter’s undertaking 
to develop trade with the market 
at the highest possible level if 
the survey indicates a reasonable 
prospect of profitable sales, and 
to carry out all the 
mendations of the survey unless 
the Department agree otherwise 
The Department, if so reques- 
ted, will undertake to offer the 
exporter a further guarantee 
against a percentage of the cost 
of carrying out the 
mendations of the survey 


recom- 


recom 


TOE LL 


TO REACH THE 
GREAT AMERICAN 
SHOE MARKET 


ADVERTISE IN 
BOOT and SHOE RECORDER 


AMERICA’S LEADING FOOTWEAR 
PUBLICATION 
A CHILTON PUBLICATION 


PLE Pe 


SUBSCRIBED TO BY ALL LEADING RETAIL SHOE 
STORES, DEPARTMENT STORES AND MUL 
= TIPLE STORE BUYING HEADQUARTERS IN THE 
ITS POSSESSIONS AND IN CANADA - 


U.S.A 


PUBLISHED TWICE MONTHLY 
NET PAID CIRCULATION 20,191 A.B.C. 


FOR FULL INFORMATION CABLE OR 
AIRMAIL TO — 
E. B. TERHUNE, Jr 
ADVERTISING DIRECTOR 
BOOT AND SHOE RECORDER 


100 EAST 42nd ST. 


ih! 


NEW YORK 17,N. Y. 
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Advertising or other 

sales promotion 

The Department are prepared 
to guarantee a percentage of 
expenditure at a level which is 
warranted by the prospective 
marketability of the product 

The form of guarantee is 
similar to that of the market 
survey policy; it is based on a 
levy on the exporter’s sales to 
the market(s) an agreed 
period, and covers a percentage 
of the amount by which the levy 
falls short of the total expenses 

Premium is charged by (1) an 
initial irrefundable payment 
based on the level of expenditure 
approved; and (11) a percentage 
rate on the exporter’s shipments 
to the market(s) during* the 
period of guarantee 


over 


Stockholding 

An exporter who is holding 
stock in the U.S.A. andor 
Canada as part of an approved 
export campaign can obtain a 
guarantee on this basis: 

He undertakes to open an 
account which he debits with 

(i) the value of all his 
shipments to the market(s) at 
cost: 

(ui) the amount of charges 
incurred on such shipments: 

(in) the cost of maintaining 
stock in the market 

He credits the account with 
the value to him of all sales in 
the market and with the value 
of the stock as agreed between 
him and the Department at the 
end of the period of guarantee 

The Department's guarantee 
covers a percentage of the 
amount by which the total of 
the debit items exceeds the total 
of the credit items over an 
agreed period. The guarantee 
does not cover losses which are 
insurable under the Depart- 
ment’s standard shipments 
policies or are normally insured 
elsewhere 

Premium is charged by (i) an 
initial irrefundable payment 
based on the level of stock 
approved; and (ii) a percentage 
rate on the exporter’s ship- 
ments to the market. 

The guarantee is conditional 
upon the exporter undertaking 
to give his best attention in all 
respects to the market(s) and 
endeavouring to fulfil all reason- 
able orders received 


Joint venture 

The joint venture facility ts 
designed to assist longer term 
efforts, over five or six years, to 
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establish a lasting trade with 
Canada and or the U.S.A., and 
to increase already established 
business there. The facility can 
give comprehensive cover against 
the whole range of risks likely to 
be met. It is available in three 
forms: 
(i) to assist advertising and 
sales promotion schemes in- 
volving five to six years effort 
(it) to assist production for 
the North American market; 
the carrying of stocks of raw 
materials; and production in 
anticipation of orders 
(iii) a combination of (i) and 
(ii), covering the whole field 
of manufacturing and mer- 
chandising 
The exporter who becomes a 
joint venturer with the Depart- 
ment opens a joint venture ac- 
count which he debits with the 
cost of his advertising and pro- 
motional campaign, the cost of 
the goods or of their manufac- 
ture, and other incidental expen- 
diture, as agreed. The proceeds 
of the venture are credited to the 
account, and when the balance 
is struck the Department share 
any losses. The Department par- 
ticipate in profits only to the 
extent of the premium charged 
for the facility 


Contracts and shipments 

policies 

These are available on the 
same basis as the Department's 
world-wide facilities But if 
exporters can show a case for 
an extension or elaboration as a 
result of undertaking new or 
increased risks in the U.S.A. or 
Canada, the Department will 
consider their propositions 


Financial guarantees 


The Department endeavour 
to provide guarantees for finance 
to enable an exporter to carry 
out the foregoing activities or to 
increase by other means his 
sales to North America 

Where individual exporters 
or groups of exporters feel they 
can avail themselves of E.C.G.D 
facilities forthwith, they can 
make arrangements to discuss 
their problems with the Depart- 
ment’s representatives either at 
the district and branch offices 


of E.C.G.D. or at their own 
place of business. The aim of 
the Department's representa- 


tives is to help to find a way to 
facilitate any dollar earning 
Proposition, however large or 
small 
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How the Chicago Tribune makes selling easier 


1980 


UTLINED on the map above is the greater 
() Chicago market which manufacturers, 
distributors and retailers cultivate at eco 
nomical cost with advertising in the Chicago 
Tribune 

During each of the last four years, the 
sales opportunities in this midwest Ameri 
can market attracted to the Chicago Tribune 
the largest volume of linage 
printed by any publication in the world 

The hard to find. In this 
great market retail sales amount to 14 billion 
dollars annually —10.7°, of the total retail 
the United States 
oldest and most widely read newspaper, the 
Chicago Tribune is the 


advertising 


reason 18 not 


sales in As Chicago's 
influential 
publication circulated in the market 

Here there are 756 cities 


most 


and towns of 
1,000 or more population. On weekdays, the 


American Market 


in America’s great central market 


Chicago Tribune is read by more than one 
out of every three of all the families living 
in the 756 communities. On Sundays, three 
out of five of all families read the Chicago 
Tribune 

To assist advertisers who seek to sell their 
merchandise and services in this rich mar 
ket, the Chicago Tribune has developed low 
cost methods which manufacturers and dis 
tributors find 


extremely advantageous to 


use. In addition, the Chicago Tribune's 
research division has a wealth of marketing 
information 

Ask your advertising counsel to help you 
take advantage of the sales potential for 
your company through use of 
advertising in the Chicago Tribune. Or 
address the nearest Chicago Tribune repre- 
sentative 


available 


Chicago Tribune 


THE WORLD 8 GREATEST NEWSPArER 


AVERAGE NET PAID TOTAL CIRCULATION DURING THE OFFICIAL SIX 


MONTH PERIOD ENDED MARCH 31, 1950 


CHICAGO TRIBUNE 
220 FE. 42nd St 


REPRESENTATIVES: A.W 
New York City Ww. 
Montgomery St 


Bates 
San Franciaco 4 


Dreier, 1333 


Penotmce 


DAILY, 923,517-—-SUNDAY, 1, AGS 


Tribune Tower, Chicago 11, FE. VP. Struhsacker 
Fitzpatrick & Chamberlin, 1 


Bivd., Low Angeles | 


t Bidg., Detroit 2¢ 
W ibehire 
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SRDS 

@ Lists more than 9,000 U.S. and Canadian 
advertising media 

@ Gives everything a buyer need know about 
circulation, rates, closing dates, production 
requirements 

@ Only Service of its kind in the U.S. 

@ Used for 30 years by US. advertising 
agencies and large advertisers in media selec- 
tion 

@ Published monthly .in five Sections 

@ Contains more than 2,000 fact-filled pages 


Published in Five Monthly Sections 
Newspaper Section 

Rate and data information of over 1,640 U.S 
and Canadian daily newspapers; 26 Negro 
newspapers; 354 comic supplements; and 20 
foreign language papers. (ABC Weekly News- 
paper Section—Published twice yearly. Lists 
more than 700 ABC weekly newspapers in 
the U.S.) 


Consumer Magazine Section 
Lists 654 U.S. and 52 Canadian consumer maga- 
zines; 300 U.S., and 2 Canadian farm papers: 
and 500 transportation advertising operations 


Business Publication Section 

Lists more than 1,900 U.S. and Canadian 
business publications, grouped by market 
classifications 


Radio Section 


Lists over 2.900 US. radio stations; 185 
Canadian stations 


Television Section 


Lists more than 100 U.S. television stations, 
with special TV maps. 


Published by che Proprietors, BUSINESS PUBLICATIONS, Led., at their office at 180 


Armed with STANDARD RATE & DATA SERVICE 
YOU can buy U.S. Advertising space and radio 
time with the same assurance and confidence 
that YOU now buy British media at home. 


PLUS... 
Consumer Markets Section 

Issued annually in September. Presents vital 
market information about every state, county 
and incorporated city of over 5,099 population 
in the United States, the U.S. Territories and 
Possessions, the Philippines, and Canada 
Lists up-to-date data on retail sales, population, 
income, radio homes, number of retail out- 
lets industrial data and farm figures, etc 


Detailed Information for Buyers of Media 
Each complete, monthly issue of SRDS contains 
individual Rate and Data Listings of more 
than 9,000 media; arranged alphabetically, 
geographically, or by trade classifications; 
revised monthly (with announcements of 
impending changes shown separately). Each 
individual listing provides complete buying 
information needed by users Here, for 
example, are some of the data you will find 
included in a typical daily Newspaper Section 
listing 

Name and address of the paper 

Whether it is published morning, evening, 
daily, Sunday 

Names of executive personnel and sales 
representatives. 

Agency commission and discounts 

Contract and copy regulations 

Closing dates 

Circulation 

Advertising rates (general, line, colour, 
supplement, classified) 

Mechanical requirements (type page size, 
column width and depth, use of cuts 
and mats). . . etc 

Similar detailed information is provided for 
Consumer Magazines, Farm Publications, and 
Business Publications, plus data on inserts, 
covers, use of bleed, special positions 

Radio and Television listings include all 
basic information, plus time rates, talent casts, 
transcription facilities, and available services 


* SERVICE-ADS are ads that supplement 
listings in any Section of SRDS with useful 
information that sells by helping buyers buy. 
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Quantitative information in listings fre- 
quently is supplemented by qualitative data in 
helpful, factually informative Service-Ads* of 
media, placed near their listings. 


How SRDS Can Help You 

Standard Rate and Data Service has an 
unparalleled record of 31 years of useful 
service to buyers of media throughout the 
United States and Canada, where it is used 
“all day and every day" by proctically every 
advertising agency and large national adver- 
tiser in conducting extensive advertising 
campaigns 

And now, SRDS welcomes this opportunity 
to be of further service to British Advertisers 
and Advertising Agents in their campaign 
to market British goods in the U.S.A. Standard 
Rate and Data Service will enable you to select 
and successfully use U.S. advertising media 
with the complete familiarity and confidence 
with which you buy British media serving 
your home markets. 

You will find Standard Rate and Data Service 
an invaluable working tool in planning and con- 
ducting successful advertising campaigns to 
reach U.S. Markets. We suggest that you enter 
your subscription today 


OVERSEAS SUBSCRIPTION 


RATES 
Payable in US Dollars, per yeor 
Two or 
more Senge 
Section per year per year 
Newspaper #2750 #3250 
ABC Weekly Newspaper 400 500 
Magazine and Transportation 
Advertising 3.00 8 35.00 
Business Publication 27.50 nso 
Radio, incl. Television 3800 40.00 


Consumer Markets (Alone) 10.00 10.00 
Subscription to all five 

Sections (12 issues and 

Consumer Markets) 12400 


Subscription to Radio Section (i2 
issues) includes Television Section 
(12 issues) and Consumer Markets 
Section (Annual) 


Subscription to Newspaper Section 
(12 issues) includes Consumer 
Markets Section (Annual) 


Subscription to Consumer Magazine 
Section (12 issues) includes Trans- 
portation Advertising Section (12 
issues) and Consumer Markets Sec- 
tion (Annual) 


WALTER E. BOTTHOF, Publisher 


333 NORTH MICHIGAN AVE. © CHICAGO 1 
NEW YORK — LOS ANGELES 


t Street, London E.C.4. (Phone. Chancery 6844. 


December 28, 195C. Printed in England by Staples Press Limited at their Great Titchfield Sereet, London, establishment 
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